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| Inner core made of miracle 
Fiberglas hundreds of twisted filaments 
each 15 times finer than a human 
hair—yet so strong, tensile strength 


is over 250,000 lbs. per sq. in. 


2 Fused-on coating of tough, 
sinewy vinyl provides smooth, 
dirt-resistant outer surface. 


Will not corrode. Won't rust or mildew... 
unaffected by most acids and oils. Unlike metal 
screening, LifeTime is not corroded by 

. salt spray or salt air in coastal areas. 


Stops unsightly screen stains. LifeTime never 
bleeds—completely eliminates messy stains on 
+ \ window sills and siding. 


Won't support fire. Flying sparks or burning 
cigarettes can't melt holes in LifeTime Screening. 


Retains “like new’ appearance year after year. 
Never sags or bulges... never dulls, streaks 

or discolors...never needs repainting. Even 

in soot- and smoke-filled industrial areas, 

a quick swish with a sponge restores its normal 
bright appearance. 

















Can be left up all year around. LifeTime 
laughs at weather's worst. Sun, water «nd 
humidity won't rot it...temperature variations 
won't shrink or stretch it .. . won't crack 

or flake when flexed, even at minus 50°F. 


Read about it...Compare it... : 
Stock it... 
YOUR CUSTOMERS 
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LifeTime Fiberglas Screening combines all these advantages! 








} 



























OK KOC 


LEE ies 
ero 




























































POO 
Po CCI etn! ox 
. > 4 






4 

3 Each strand heat-set to lock weave 

permanently in place and prevent 
raveling—makes LifeTime Screening 

easier to cut .. . easier to handle. 






4 Easy-to-spot red-and-white cord woven into selvage 
identifies genuine LifeTime Fiberglas Screening. In addition, 
each roll of LifeTime Screening contains a handy, built-in 
measuring tape—you'll eliminate cutting errors .. . save 
cutting time... get at-a-glance check of your broken-roll stock. 













Lightest, toughest screening ever made. 
LifeTime takes abuse in stride . . . is much 
stronger than metal or plastic types, both 
initially and after sustained exposure. And, of 
course, its lighter weight means easier handling. 


Easy-to-repair. Cuts and slashes—if they 
do occur—are easily repaired by simply fusing 
a patch into place with an ordinary iron. 


Easy-to-install ... year ’round sales to 
do-it-yourself customers. LifeTime handles 
just like cloth . . . won’t crease or roll up 

. can be cut with ordinary scissors. No sharp 
edges to scratch or cut during handling. Weave 
is fused permanently into place to prevent 
raveling. Every home owner is a prospect. 


Color: LifeTime aluminum gray...18 x 14 mesh 
in all standard widths of 100 linear ft. rolls 
TRADE MARK APPLIED FOR 


Get in on the biggest screen news ever... 
contact your jobber or mail this coupon, today! 
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LOCK-SET SCREENING CO., (NC. 
CANTON, MASS. 





LifeTime Fiberglas Screening looks good to me.I don’t want 
to miss out. Send me a free sample and full information. 


Name Title 





WILL WANT IT! 








Street 








FREE! Ghething 
deaier display anc 
hard-selling con- 


John H. Graham and Co., Inc. 


City Zone State 





SALES DEPT. 105 Duane Street 


New York 8, N. Y. 


sumer folders with 
every 10-roll order. 
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the money you make 


WHEN YOU SELL 
KWIKSET'S "400" LINE 


Pius 


THE CUSTOMER 
SATISFACTION YOU GIVE 


Times 


THE VOLUME OF 
BUSINESS YOU DO 


Equals 


GREATER PROFITS 

WHEN YOU BUY KWIKSET'S 
"400" LINE OF 
UNCONDITIONALLY GUARANTEED 
LOCKSETS 
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THE QUALITY LOCK FOR BUDGET BUILDING 





DON’T SEND YOUR 
PLYWOOD DOLLARS AWAY... 


LET YOUR LOCAL PLYWOOD 
JOBBER INVEST THEM 


FOR YOUR LOCAL PROFIT 





As another “small businessman” your independent 

jobber is sympathetic to your problems. 

He is local. He is personally interested in 

your business because it is a large 

segment of his business. Your jobber has 

intimate knowledge of local sales conditions. 

He has the benefit of the experience of not one but many 
national suppliers regarding product and sales trends. 

He evaluates sales opportunities in terms of their local benefit 
to you. He makes a sizeable investment in inventory, sales 
time and promotion to introduce such opportunities to you and 
your men. This investment helps you to increase your business and profit. 
Evans Products Company, Plants: 

Coos Bay and Roseburg, Oregon; Vancouver, B. C.; 

Sales offices: Plymouth, Mich., New York, N. Y., 


Chicago, Ill., Coos Bay, Oregon 
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PRODUCTS COMPANY * AND WOOD PAODUCTS 
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compensation for salesmen—salary or com- 
mission or a combination of both? Many deal 
ers are puzzled by this question and details of 
setting up a workable system, M. Dale An 
drews, M. Dale Andrews Lumber Co., New 
Castle, Penna., describes his successful sys 
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FLUSH DOORS 


(To obtain more data on advertised products see page 90) 
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this door 


PROTECTS 
your profits 


After completion, every new building or remodeling 
job has a “honeymoon” period—when everything is fresh 
and new. But for how long? With Curtis New Londoner 
Hollow Core Flush Doors, the answer is easy! These 
doors keep their shape—no warping, no sagging, no 
“‘come-backs.”’ 

Inside every Curtis New Londoner Door is patented, 
all-wood locked-in core. This core is made with such 
precision that permitted tolerances are only;43- of an inch! 

New Lendoner Doors, too, are very beautiful because 
of their selected matched-grain panels—a feature seldom 
found in ordinary flush doors. Curtis New Londoner 
Doors are actually “pictures in wood.” 

Protect your products and your reputation with doors 
that give lasting satisfaction—Curtis New Londoner. 
Made in both hollow core and solid core construction. 


CURTIS COMPANIES SERVICE BUREAU 


Clinton, lowa 
A Department of Curtis Companies Incorporated 


Clinton, lowa + Wausau, Wis. + Chicago, ill. + Sioux City, lowe 
Lincoln, Nebr. + Topeka, Kan. + Minneapolis, Minn. * New London, Wis. 
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NEWSCAST 


LATE AND IMPORTANT Developments of the Industry 


STRONGER LUMBER MARKET. The revival of the lumber market, especially fir dimen- 
Sion, in recent weeks has been remarkable. Bidding at the mills is 
competitive, probably influenced by the still unsettled strike and 
continued demand for new homes. Then too, the new housing bill is 
near enactment. 

UNIONS VOTE STRIKES. The AFL in six states has voted heavily for a strike with 
no deadline set as yet. The CIO workers in five Oregon plywood plants 
are now on strike and the movement seems to be spreading. Fir mills 
are still refusing to grant a wage boost. 

THE FIR PLYWOOD PICTURE. The struck plywood mills and the July 2-20 shutdowns 
will probably have a limited strengthening effect on the market. Pro- 
duction is 10 million feet over new orders. The $76 list price for 
jobbers is still general throughout the industry. 

COMPETITION HEARD EVERYWHERE. New England reports good dealer sales but a 
highly competitive situation. Middle Atlantic says selling is slow and 
stocks continue to be very low. In the Great Lakes area there's a 
good movement from yards but again lots of price competition. The 
midwest has excellent business, especially in farm regions where good 
crops are expected. There's been lots of needed rain in the south, 
prospects are improving. Business is good, bitterly competitive as 
usual on the west coast. 

TAFT-HARTLEY CHANGES KILLED. The Senate has voted to recommend to the Senate 
labor committee that they try another revision of the Taft-Hartley 
bill. This will effectively kill any action at this session of 
Congress. 

MAKE YOUR HOO-HOO RESERVATIONS. All hotel reservations for the Hoo=-Hoo con- 
vention at Houston, Tex., September 6-9, should be promptly sent to 
W. C. Whitridge, P. 0. Box 6202 at Houston. 

BITTER PUBLIC HOUSING FIGHT. The House rules committee has instructed its con- 
ferees to stand fast for the original House-passed bill, which con- 
tained no authority for new public housing starts. The Senate measure 
calls for 35,000 units yearly over a four year period. 

ALUMINUM BUILDING CAINS. There are now more than 100 major aluminum faced 
structures erected, under construction or on the drawing boards, says 
Alcoa. The big Tishman building in New York was recently surfaced 
with aluminum in a single day--June 21. This new office building is 
22 stories. 

BUSINESS IMPROVES FOR SLOW INDUSTRIES. Steel production is up slightly, 73% of 
capacity and a possible strike is expected to further stiffen volume. 
Soft coal production is improved but still 18% under a year ago. 


International Harvester sales in May were off only 5%, compared with 
20% in April. 


CONSUMER CREDIT UP. Americans went deeper into debt during April. They in- 
creased the amount they owe during the month by $179 million. Total 


on-the-cuff credit is now $27.3 billion, $875 million above a year 
earlier. 


continued on page 9 


BuiL_p1nc Propucts MERCHANDISER 





‘“‘CENTURY:’ Asbestos-Cement Roofing Shingles 
Compliment the 


This splendid house has been given added beauty 
and distinction with a roof of “Century” No. 5 
Green Asbestos Shingles. It is the residence of 
Mr. J. L. Heinl, 2616 Edge Hill Road, Ottawa 
Hills, Toledo, Ohio. Mr. Heinl is President of 
Heinl’s Greenhouse, Toledo, and also President 
of the Plant of the Month Club. 


For any roofing need—from the most modest to 
the most elaborate home—‘‘Century” Shingles 
are the outstanding choice. Because they are made 
from asbestos fiber and portland cement, they 


Finest Homes! 


won't burn, rot, or corrode. They are long-lived, 
dependable and never need protective paint. 


A house roofed with “‘Century” Shingles all but 
speaks for itself. Buyers can’t help but be im- 
pressed by the beauty, durability, economy, and 
freedom from mainienance that such a 
provides. 


roof 


Are you profiting from these easy-to-sell, nation- 
ally advertised shingles? Write for information 
today on the complete “Century” line of colorful, 
top-quality roofing and siding shingles! 


KEASBEY & MATTISON company. Amster + PENNSYLVANIA 


America’s first maker of asbestos-cement shingles 


(To obtain more data on advertised products see page 90) 
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May Construction Sets Record 


Expenditures for new construc- 
tion rose seasonably to a record for 
May of $3.1 billion, and reached a 
peak of $13.2 billion for the first 
five months of the year, according 
to preliminary estimates prepared 
jointly by the U.S. Departments of 
Commerce and Labor. 

Private spending for residential 
building exceeded $1 billion in 
May, after rising more than usual 
this spring, and commercial build- 
ing reversed its downward drift of 
the past few months with a more 
than seasonal advance to a new 
all-time peak for May. 

Expenditures for new construc- 
tion as a whole have been exceed- 
ing the peak levels of 1953, each 
month and by this May almost five 
years had elapsed (since mid- 
1949) without a single over-the- 
year decline. 

The record level of expenditures 
so far this year was the result of 
unprecedented activity in con- 
struction of new homes, office 
buildings, shopping and service es- 
tablishments, schools, churches, 
public utility and water and sewer 
lines, and roads and highways, for 
all of which a backlog of need still 
exists, much of it in the many new 
communities that have developed 
during the post-World War II pe- 
riod. 


Wholesale Price 
Index Drops Again 


Lower farm and food prices led 
the Government’s wholesale price 
index down by 0.2% in the week 
ended June 12. 

The Bureau of Labor Statistics 
said the drop left its index at 
110.5 on the 1947-49 base of 100. 

Farm products were down 1.4%. 
Processed foods dropped 0.4% 
with the meat component 1.3% 
lower. Industrial commodities 
were unchanged. 


Justice Department 
Checking Apartment Loans 


The Justice Department has be- 
gun digging into the case histories 
of 70 apartment projects whose de- 
velopers are supposed to have 
made “windfall” profits of $39.5 
million exploiting one of the Gov- 
ernment’s rental housing  pro- 
grams. 

Housing and Home Finance Ad- 
ministrator Albert Cole has turned 
over detailed records to the Jus- 
tice Department. The records, 
based on report from William F. 
McKenna, who heads the Adminis- 
tration’s investigating staff, con- 
tained the names of the corpora- 
tions which supposedly raked in 
the $39.5 million of “windfalls.” 


JUILDING PRopUCTS MERCHANDISER 


Also, Justice Department officials 
were given a detailed financial 
analysis of profits, construction 
costs, mortgage amounts and other 
information. 

Mr. McKenna said in his report 
to Housing Administrator Cole 
that his investigation has already 
demonstrated “beyond question” 
that certain promoters were “aided 
and guided” by former top FHA 
officials in the windfall practices. 


NAHB Approves Easier 
Home Credit for Gis 


A home building industry 
spokesman has endorsed a Senate 
provision of the pending housing 
bill that would permit servicemen 
to buy homes on easy credit terms 
similar to those available for 
veterans. 

R. G. “Dick” Hughes, president, 
National Association of Home 
Builders, said that such a provision 
would be of tremendous help to 
the families of soldiers, sailors and 
air force personnel who need good 
housing near military installa- 
tions. 

He expressed hope that the 
House would go along with the 
Senate proposal now that the legis- 
lation has reached the House-Sen- 
ate conference stage. 

Under the Senate proposal, a 
member of the armed forces would 
be eligible for a low interest rate, 
government-insured mortgage 
loan, with a5% down payment and 
a maximum of 30 years to pay, pro- 
vided the Defense Department cer- 
tified that he needed housing and 
would be on active duty for at least 
two years. Ex-servicemen are eli- 
gible for government-guaranteed 
30-year mortgage loans with no 
down payments, 


Advertising Group Picks 
Best Promotion Programs 


Weyerhaeuser Timber Co. and 
West Coast Lumbermen’s Associa- 
tion won awards for their promo- 
tion campaigns at a recent meeting 
of the National Advertising Agen- 
cy network at Boca Raton, Fla. 

Weyerhaeuser won three awards. 
It received a premier awzrd for its 





ADDITIONAL NEWS 


Washington Report 
Dealers’ News 
Manufacturers in the News.... 61 


The Lumber Market 


informative annual report, an 
award of excellence for its radio 
program, “Youth Views the News,” 
and an award of merit for its na- 
tional magazine campaign featur- 
ing paintings of Pacific Northwest 
forestry scenes. 

West Coast Lumbermen’s Asso- 
ciation received the award of ex- 
cellence for its integrated national 
advertising and merchandising 
campaign and honorable mention 
for the appearance of its space 
advertising. 


NLMA Board of Directors 
Promote Kimbell, Shope 


Richard Kimbell, one of the na- 
tion’s top authorities on building 
codes and wood utilization, has 
been appointed vice-president of 
technical services for the National 
Lumber Manufacturers Associa- 
tion at a recent board of directors 
meeting, according to Leo V. Bo- 
dine, executive vice-president. 


Shope Kimbell 

Bodine also announced that 
John G. Shope, NLMA architec- 
tural engineer has been appointed 
director of building codes. Shope 
has specialized in building code 
work during most of his 14 years 
with the association. 

Kimbell, a native of Illinois, has 
35 years experience with the asso- 
ciation and for the past 20 years 
has been director of the technical 
and standards department. He is 
the author of many outstanding 
books on wood utilization, timber 
engineering and structural design. 
Several of which are used as basic 
texts in colleges and universities. 


Canadian Building 
Up 26% in May 


Awards of new construction 
contracts in Canada totaled $228,- 
669,000 in May, 26% more than the 
like month in 1953. Residential 
building jumped from $68,455,100 
in 1953 to $105,403,200 this year in 
May. 

However, the cumulative total 
of construction for the first five 
months of the year fell 614% from 
the 1953 level to $739 million. 
Most of the decline was in indus- 
trial building. 





New Housing Bill Clears the Senate 


The Senate has completed its re- 
visions of the new housing bill. 
In effect, it has re-written the 
House version of the bill almost 
completely. The legislation has 
now gone to the House-Senate con- 
ference committee for reconcilia- 
tion of numerous differing provi- 
sions. The final bill will be written 
by the conference committee and 
re-submitted to both Houses for 
final passage. The Senate bill in- 
cludes: 

Title I, Home Repair. The Senate 
imposed several new restrictions: 
(a) making lenders take 15% of 
the loss on each individual de- 
faulted loan; (b) permitting only 
publicly supervised or FHA ap- 
proved lenders to use the program; 
“substantially protect or improve 
the basic livability or utility of the 
(c) limiting loans to items which 
properties”; (d) require execution 
of the loan application in the pres- 
ence of a lender’s representative 
who is not connected with the 
seller, buyer or dealer. 

In addition the Senate struck out 
the House approved raise in Title 
I loans from $2,500 to $3,000 and 
the lengthened term from three to 
five years. 

Sec. &, Title I, Low Cost Homes. 
This section is taken out of Title I 
and written into Title II, with ex- 
actly the same statutory protec- 
tions on construction and develop- 
ment requirements. The mortgage 
amounts would be raised from 
$5,700 to $6,650 for owner-occu- 
pants and from $5,100 to $5,950 
for builders. In addition the new 
section permits a person or cor- 
poration with a credit rating ap- 
proved by FRA to pay the 5% 
down payment for the owner occu- 
pant, taking a note at 4% interest. 

Title Il, Section 203, Sale Hous- 
ing. The Senate cut down the in- 
creases in maximum mortgage 
amounts passed by the House to 
$18,000 instead of $20,000 for one 
and two family units, $24,000 in- 
stead of $27,500 for three-family 
units and $30,00 instead of $35,000 
for four-family residences. 

Also the Senate lowered the 
loan-value ratios, thus raising the 
down payments approved by the 
House. The schedule is set at 95% 
of $9,000 instead of $10,000 plus 
75% of the excess. The Senate 
eliminated the House provision 
which would have permitted FHA 
to give the same loan-value ratio 
to existing housing. Used houses 
will remain at 80% of appraised 
value. 

FNMA Provisions. The Senate 
struck out all of the House section 
that would have set up an entirely 
new Fannie May organization. The 
effect of this would be to continue 
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FNMA just as in the existing law 
but with no additional authoriza- 
tion. 


Fighting Campaign 
For Lumber Dealers 


Realizing that this is the strate- 
gic time for established lumber 
dealers to get more remodeling 
business, the Wood Conversion 
Company will soon release a 
unique advertising and promotion- 
al program for retailers. The cam- 
paign is directed squarely against 
the irresponsible individuals cited 
during the FHA scandals and in 
favor of reliable lumber and build- 
ing material dealers. 

Kick-off for the drive is a full- 
page advertisement in the July 31 
Saturday Evening Post. The ad 
carries the message “Two Ways to 
Spend Your Remodeling Dollars— 
and One of Them Is Wrong”. By 
playing down product selling 
copy the ad does a broad consumer 
educational job for the entire 
building materials industry. 

By the end of June Wood Con- 
version will have ready for whole- 
salers and dealers a complete kit 
of materials to tie-in with the Post 
ad. This will include window post- 
ers, envelope enclosures, mailers, 
counter cards, newspaper ad mats, 
radio spots and publicity. Every- 
thing will be supplied at no charge 
except the enclosures and mailers 
which will be sold at cost. 

Marland S. Wolf, general sales 
manager for Wood Conversion, 
said the program was developed to 
convince the general public that 
they could proceed with confidence 
in planning repairs and remodel- 
ing if they consulted the local 
lumber dealer. 


‘Two Ways 


lo Spend Your Remodeling Dollars 


And One of Them — 1% WRONG! 


See Your Lumber 
and Building Materials 
Dealer 
CUSTOMEHS are directed to the local 
lumber dealers in this ad to be run in 


the Saturday Evening Post by Wood 
Conversion. 


Picture Panel Fir Doors 
Gaining National Favor 


Robert N. Kelly, newly elected 
president of the Fir Door Institute, 
recently told the national trade as- 
sociation’s annual meeting at Ta- 
coma that the new line of fir doors 
introduced four months ago has 
been enthusiastically received by 
architects and builders. 

“The new line of doors is mak- 
ing inroads in markets that nor- 
mally do not favor panel doors,” 
Kelly said. “Architects and build- 
ers have indicated an almost uni- 
versal approval of the new trend. 
This is only the start of an entirely 
new line which will bring color 
and dimension into the home. 
Within the year, the industry plans 
to introduce other new styles 
which will adhere to the modern 
trend. 

James J. Fowler, managing di- 
rector of the Fir Door Institute, 
pointed out that orders are grow- 
ing, not only from areas where 
panel doors have been popular, but 
also from areas where panel doors 
have not been accepted too well.” 

Kelly, general sales manager, 
M and M Wood Working Co., Port- 
land, Ore., succeeds A. C. Peterson, 
sales manager, Buffelen Manufac- 
turing Co., Tacoma, in the associ- 
ation’s top post. 

Other officers elected are: vice- 
president, Joseph H. Manley, 
Washington Door Co., Tacoma; 
secretary, C. L. Emery, Simpson 
Logging Co., Shelton, Wash.; treas- 
urer, James L. Buckley, Georgia- 
Pacific Plywood Co., Olympia, 
Wash., and trustees, A. C. Peterson, 
E. A. Nord Co., of Everett, Wash., 
and Douglas Gonyea, Clear Fir 
Products, Inc., Springfield, Ore. 

The Fir Door Institute includes 
12 west coast manufacturers who 
produce nearly 60% of all house 
doors used in the nation and more 
ies 90% of the fir panel doors 
sold. 


2 National Lumber Groups 
Smash Attendance Records 


The eighth national two-day 
meeting of the Forest Products 
Research Society held in conjunc- 
tion with the Woodworker’s In- 
dustry show recently at Grand 
Rapids, Mich., produced two new 
attendance records: More than 830 
registrants for the FPRS meeting 
—a new record for the society; 
and more than 5,000 registrants 
for the Woodworker’s Industry 
a a new attendance rec- 
ord. 

The official technical program of 
the FPRS was opened by the 1954 
president, Robert D. Pauley, 
Weyerhaeuser Timber Co., under 
the technical direction of Lester J. 
Carr, Sacramento, Calif., the in- 
coming 1955 president. 
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Report from 


Washington, June 25 


Let’s take a crack or two at gen- 
eral trends. 

For example, lumber has done 
some tentative crow-hopping up 
the price chart; not so spectacu- 
lar, but rather sustained. It seems 
due in part to the energy of the 
home building program; also to 
the fact that mill stocks and pro- 
duction in the Pacific northwest 
are getting into balance with ship- 
ments. 

They tell us that for the first 
time in 54 an important item of 
Douglas fir has gone above the 
comparable prices of last year. 
This is two-by-fours. Industry men 
here in the capital say that in gen- 
eral softwood orders of late have 
been exceeding production. This 
hasn't been true of hardwoods; but 
hardwoods respond to different 
market urges. 

At this writing there are still a 
few strikes going on in the Pacific 
northwest. A number of strikes 
have been settled, tentatively, with 
the terms subject to later revision 
when and if the big labor-manage- 
ment agreement gets fixed up. 


Lumber Use Down 


The Lumber survey committee 
estimates the national consump- 
tion of lumber in the first half of 
1954 at 19,777,000,000 board feet; 
which would be about 3% less than 
in the first half of 1953. 

This is all kinds of lumber, hard 
and soft; and apparently that de- 
cline from last year is due to the 
reduced sales of hardwood. At 
least the estimated consumption of 
softwood in the first quarter of ’54 

keep in mind that this is the first 
quarter, not the first five months 
was 2.6% above the figures for the 
corresponding quarter of ’53. Dol- 
lar value of residential building in 
the first quarter of '54 is reported 
to be 10% or a little more above 
the figures of a year earlier. 


Building Record 


The Commerce and Labor de- 
partments say that expenditures 
for construction of all types dur- 
ing the first five months of 1954 
reached the record sum of $13.2 
billion. Expenditures for commer- 
cial buildings continue to rise; but 
for private industrial plants and 
military facilities they are running 
a bit low. 

Papers these days are loaded to 
the muzzle with trend stories; in- 
dicating that everybody is asking 
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to know, right now, if business is 
coming or going. 

There’s reason for those symp- 
toms of ants in the pants, for the 
question of which way the na- 
tional economy is looking has a 
snapper in it. To-wit: is there a 
war ahead and, if so, when and 
what kind? Is the world about to 
have a fit, or is it just parturient 
of a sneeze? Let the barroom 
economist and the tablecloth math- 
ematician tie into that stuff! 
Probably no one knows the an- 
swers; or, if any one does, he 
likely isn’t an American. 

But for rough, common apprais- 
als that can be used around home 
and that don’t lean too heavily on 
the mystery of the Heathen Chi- 
nee, as good a way as any to pre- 
dict the future of business, is to 
follow the guesses of John and 
Jane Citizen. If they think it’s 
going to be good, and increase 
their buying, it’ll be good. And 
vice versa. 


Business Trends 


It’s important to notice that for 
the first time in three months con- 
sumer buying on installment credit 
has increased a little. Not much, 
true enough. Just $9 million. But 
during the previous three months 
it had slid by about a hundred 
times that much. 

So the Federal Reserve Board 
people feel justified in saying that 
the decline in credit buying has 
ended; and this would mean that 
John and Jane think things are 
now solid enough to justify some 
cautious debt, for a few things 
they need. 

The President’s economic ad- 
visers have been making some 
estimates; and Dr. Arthur F. 
Burns, chairman of the Council, 
has held his first press conference. 
Whether he holds any more isn’t 
certain. It recalls the old story of a 
novice acrobat who showed his act 
to a circus entrepreneur; jumped 
off a hundred-foot tower into a 
tank of water two feet deep, and 
emerged unhurt. The circus man 
was vastly impressed, tried to hire 
the jumper and kept raising the 
offer. “Nope,” said the performer 
gloomily. “This is the first time I 
ever done it, and I don’t like it.” 

Dr. Burns likes the newshands 
as individuals. He likes those espe- 
cially who came to learn; to gather 
background stuff that would give 
their spot news sober and lasting 
value. Others wanted copy that 
would make spectacular headlines, 
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right now. The headline hunters 
rather dominated the show. 


Recession Cures 


What, they asked, had the gov- 
ernment done to prevent, or to 
check, a business decline? The 
Doctor said the Federal Reserve 
had eased credit in May and June 
of last year. Congress was reduc- 
ing taxes this year. And the Presi- 
dent had launched the “terrific 
economic punch” of his legislative 
program. 

Dr. Burns said there are pros- 
pects of an early upturn in busi- 
ness activity. Walter W. Stewart, 
also a member of -the Council, 
agreed with the chairman. Neil H. 
Jacoby, likewise a Council mem- 
ber, thinks the upturn has already 
started. 

About unemployment. The latest 
figures available at the time of the 
conference were 3,305,000. Dr. 
Burns told the newshands that the 
size of this figure was a matter of 
grave concern; that when it went 
above two millions or at the most 
two and a half millions it had to 
be taken very seriously. 

An offset is the fact that at this 
time of year the statistics of unem- 
ployment always rise, due to the 
entry of students on vacation into 
the labor ranks. It might go up, 
for this seasonal reason, to four 
millions. But if it did not begin 
dropping sharply, later in the 
summer, he would favor corrective 
steps. He indicated that they 
ought to be long steps. Also rapid. 

Among signs listed by the Doc- 
tor, indicating an early business 
upturn, were increases in con- 
struction contracts. Every analyst 
gives a high importance to con- 
struction, including especially res- 
idence building. 


The Housing Bill 
This high value given to con- 


struction explains in part “the 
unprecedentec and overwhelming 
support that members of the Sen- 
ate gave the housing bill.” That’s 
a quotation from a speech made 
by Administrator Cole, of the 
HHFA. “Unprecedented and over- 
whelming” is right! We wonder 
how many other reporters put out 
confident advance stories about it 
that proved to have too many left 
feet... In any event the American 
house and its construction is an 
old reliable in the big pattern of 
the American economy. 


R. Y. Kerr 
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NEVER ventilate a Ceiling or 
Wall Space to the Inside... 


If you do, the better the insulation, the worse will be the condensa- 


tion; for the colder the air in the space between insulation and roof, 
or walls, the less vapor can it support. 





In new construction, moisture is evaporating 
from many tons of cement and plaster. Vapor flows 
from areas of greater density into this small, cold 
space, an area of less vapor density and small 
vapor Capacity. 


Where multiple accordion aluminum is used, 
fortuitous vapor and water (for instance rain) will 
gradually flow out, as vapor, through exterior Cold undersurface of roof 
walls and roofs as vapor pressure develops within. extracts heat from air, 
The vapor cannot back up through the continuous, causing condensation : 
impervious aluminum. It will flow out because of vapor from air AF: —— 
walls and roofs have substantial permeability, by in contact. a 2» INNER VENT 


eeeees ee 
comparison far greater than the required 5:1 ratio. ncorrect =~ 


i al 
Infiltration under the flat stapled flanges of mul- oe Pe (— “is, 


tiple accordion aluminum is slight. 


Unusual amounts of vapor, as from crowds in 
theatres, churches, schools, stores, etc. must be 
adequately vented to the outside. Vapor from newly 
evaporating struc- 
The new multiple accordion aluminum® Infra tures, and from 
Types 6-S and 4-S formsacontinuous blanket of [EBERRAUARARRONAR AON gay crowds of people 


: i} in dried-out struc- 
uniform thickness between joists, giving the en- . TYPE 6 


tures, flows to 
tire area maximum protection against heat loss inion areas of less 


‘ . . density. 
and condensation formation. Write for samples. 7 





The U.S. NATIONAL BUREAU OF STANDARDS ! lf In the illustration, an actual case, it was 

h a a ieieich maeeied i eis 1 yt recommended that the inner vents above the 
as prepared a helpful and informative et, ih | setation ts: diuientel: 

“Moisture Condensation in Building Walls” which WJ 

discusses causes and cures. Use the coupon and we | 

will send a free copy. } 
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RECTORY AUDITORIUM 





COST OF INFRA INSULATION INSTALLED Gash k Saeed Ree Te 


; : “7 INFRA INSULATION ING. Dept. U-6 
in new construction between wood joists, 525 Broadway, New York, N. Y. 
material with labor, (1) Please send FREE U.S. Bureau of Standards 
Booklet BMS63 

Type 6-S under 9'2¢ sq. ft. [) Please send samples 
Type 4-S under 7'2¢ sq. ft. say 

yirm 

Address 
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> 
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INFRA INSULATION, INC., 525 Bway., New York, N.Y. WOrth 4-2241 
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On-The-Job records prove it... 
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“Costs 47% less,” reports W. H. (Bud) Felton, Vice President and General Mr. Felton also points out two other advantages of Consoweld 10. First, 
Manager of Royal Oak Tile and Paint Co. in suburban Detroit. “That is my less chance of breakage with this thicker panel. Second, a higher back- 
estimate of the savings we make using Consoweld 10 on a replace- splash—up to 24 inches—is included with his sinktops instead of the con- 
ment job, compared with a shop-fabricated job using a thinner laminate.” ventional 4- to 5-inch back-splash. 


Save time, labor. 


This 1/10” plastic laminate is for 
fast, on-the-job use...two-thirds 
thicker than the usual 1/16” laminate 


Until now, installation of plastic surfacing has re- 
quired special tools, special techniques. But not with 
the new Consoweld 10! Here’s a plastic surfacing 
that offers you a way to save time, labor and money 
by on-the-job application—in short, a way to make 
more profit! 


Easy to handle, easy to fit—Consoweld 10 is ex- 
tra thick, extra rigid. As a result, it can be cut 
and fitted easily on the job. Your own men or 
your “‘top man’’ will find that a counter-top—com- 
plete with mouldings—can be finished at far less cost. 
To use Consoweld 10 on a wall in new construc- 
tion, just apply it directly over gypsum board or low- 
cost building board. In remodeling, any reasonably 
even surface will give you a top-flight job. Your 
choice of convenient panel sizes: 30 and 48 inches 
wide, 96 and 120 inches long. 


No need for “perfect” supporting surface — Coarse 
wood grains, knotholes and cracks which would 
“telegraph’’ through a thinner plastic surfacing 
do not show up in the finished Consoweld 10 job. Its 
extra thickness and rigidity “iron out’’ these irreg- 
ularities ... give you a finish that’s smooth to the 
touch and smooth to the eye. The saving on a lower- 
cost supporting surface goes into your profit column. 


new 


No bonding problem — With Consoweld 10 you can 

use an easy-to-handle rubber-base mastic ad- 

hesive—slower setting than contact adhesives. 
You can shift the Consoweld, if necessary, while fit- 
ting it into place. Finish edges with moulding and 
you’re through—with a job you can be proud of. 


How to save money on your next plastic surfacing job 
Specify Consoweld 10... prove to yourself that you save 
time, labor and money. New, completely illustrated book- 
let gives you all the facts on how to handle counter-top 
or wall jobs quickly and easily. Use the coupon and get 
your free copy! 


CONSOWELD 


plastic surfacing 


good ‘pt a colorful Lijetimg 


Consoweld, Wisconsin Rapids, Wis. 
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It's “beauty in the bath,” with Consoweld 10 on the walls. And a beautiful 
profit for the builder, because of the lower total cost of the job. Labor costs 
are drastically reduced because each panel of Consoweld 10 goes up fast 


and covers a large area. 
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oa turers Association ... your assurance of highest 


CONSOWELD 6 


Consoweld 6 (the usual .060" thickness) has long 
been a favorite of many fabricators for shop appli- 
cation and for some types of on-the-job use, espe- 
cially where self-edging is desired. It is applied with 
pressure- or contact-type adhesives 

The quality of Consoweld 6 and Consoweld 10 is 
the same, the only difference being in thickness. 
Consoweld 6 panel sizes: 30-, 36- and 48-inch widths; 
72-, 96- and 120-inch lengths. 
Both Consoweld 6 and Consoweld 10 are ex- 


_, » tremely durable high-pressure thermosetting dec- 
(NEMA: orative laminates. They meet or exceed the high 
\ }8 
° —<Ky 


standards of the National Electrical Manufac- 


quality. 
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Mail this coupon for free booklet 


Because of its extra thickness and rigidity, Consoweld 10 can be applied 
directly onto any reasonably smooth wall surface with beautiful, perma- 
nent results. It's easy to handle; equally good for new construction or for 
remodeling and modernization. 


money with 
Consoweld 10 
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DISTRIBUTORS 
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new profit Opportunities oa 
time ¢ ad 


(To obtain more data on advertised products see page 90) 





Saves 


Selling Time J 


Cuts | f | packaged trim 


Handling Costs 


Makes 


Inventory Easy 


@® Heavy Kraft Paper Wrapping 


® Opening Size Plainly Marked 
® Clean, Dry, Undamaged 


You get your customer’s good will when you sell him 
trim that is fully protected from dirt and damage. 
It needs no cleaning or sanding! 


Handy to Buy, Handy to Use! 

In one package—every needed piece of trim for a 

single window or door opening. Your customer “oes:,'t 
have to figure lengths... you don’t ‘1ave to sor: »._ces, 
He buys one package per openii.g-—has no boris or 
left-over waste ends. You serve bia quic, jy, exactly. 
That kind of customer service bring: him back for more! 


Top Quality Ponderosa Pine! 

Only kiln-dried, superior grade “A” Ponderosa Pine 

is used in the manufacture of John Day Packaged Trim. 
Its smooth, even surface contains no flaws 

speeds decorating, cuts costs! 


Make friends as you make profits ——- NOW! 

Sell John Day Packaged Trim to your customers 

and they will sell you to their friends! 

Write today for the name of the distributor nearest you, 


Oregon Lumber Company also 
produces Allwood Hardboard, made 
of the treated ond hot-pressed fibers 
of Douglas fir wood. Used in 
building, remodeling and craftwork, OREGON LUMBER COMPANY 

Write today for full information 

THE OREGON LUMBER CO. Baker, Oregon 
Aliwood Hardboard Division 

Dee, Oregon Ponderosa Pine Producers and Manufacturers Since 1889 
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Built with 
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Spite ek: 
FROM WESTERN CANADA IDEAL FOR 


The demand today is for modern, practical homes, built 
for beauty and permanency, yet reasonably priced. 
Thousands of such homes are heing built today of 
Western White Spruce. Builders prefer it for every 
stage of construction. It's so easy to work 
with ... strong, yet light .. . holds nail- 
ing ...is clean, dry, free from resin. Takes 
paint and enamel finishes beautifully too, 
and the way it endures against the weath- 
er makes it ideal for any climate. Fast de- 
livery on orders anywhere in the United 


ALBERTA 


SHEATHING 
SIDING 
STUDDING 
JOISTS 
FLOORING 
RAFTERS 
CUPBOARDS 
and all building uses 


THE IDEAL LUMBER FOR 
INDUSTRIAL CRATING 


Wak Coutoun For 
Free Gooklet 


PLEASE SEND ME YOUR FREE 
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Association 


10189-100 ST., EDMONTON, ALBERT 


CANADA —_—" 
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WESTERN WHITE SPRUCE 


Name 


Address 
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How To Get Home Owners 
In Your Area 
To Spend More $$$ With You 


¥ou will have practically guaranteed your- 
self that more of the consumer dollars in your 
area will come to your yard, when you send 
homeowners HOME Maintenance & Improve- 
ment magazine. 


It’s a full size magazine, of high quality 
and real beauty. Everything about it is de- 
signed to encourage readers to want to build 
onto, improve or maintain their property. It 
supplies essential home building information 
—how to do it, what to use and where to buy 
necessary materials, parts and tools. It’s the 
best salesman in print! 


HOME Maintenance & Improvement mag- 
azine service is available only to retail lumber 
and building products dealers. It was de- 
signed specifically to solve their local general 
advertising needs. And each dealer subscrib- 
ing to its service is protected from any 
duplication of names in his trading area. 


It’s inexpensive . . . the total price per copy 
mailed is less than what it costs you to dic- 
tate and send a personal letter. And it’s 
simple to use. We imprint the name and 
address of your company prominently on the 
front cover of each copy you order. When 
your customers and prospects receive it, it 
bears your name, therefore—it’s your maga- 
zine! Then, we address and mail—paying 
the postage—to whomever you select. That’s 
all there is to it! 


The result, of course, is that readers inter- 
ested in something shown in the magazine 























— 


are directed exclusively to you. You can’t 
miss! 


Is it tested? Over 1,500 retail lumber 
dealers had us mail over 400,000 copies of 
the big Summer 1954 issue to their customers 


and prospects. It’s the biggest and best thing 
of its kind! 


Like to examine a copy of HOME Mainte- 
nance & Improvement, without obligation? 
We will gladly send you a free sample copy, 
if you’ll inquire as indicated below. 





Ome cpa 


HOME el 





HOME 


Maintenanee & Improvement 


Service Manager, Room 2000B, 139 N. Clark St., Chicago 2, Illinois, FInancial 6-5380 


Another effective service developed for the retail lumber and building products dealer by American Lumberman and Building 
Products Merchandiser magazine. 
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NOW. . IN“STOR-AWAY” POUCHES 


challenger +650 Gy Ce 
Tut V7 OUND challenger 


PRECISION BY TOOLS 
= P 
SELF-SELLER MERCHANDISER, ; 


INNEW super space-saver 
2-DECKER 
REVOLVING STAND 


NEW surer-turnover 
ASSORTMENT OF 
EVERYDAY-USE TOOLS 
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SELF-SERVICE 
















WHEELS 

INEW pre-pricep carps REVOLVE 
SELL TOOLS INDEPEND- 
AUTOMATICALLY ENTLY OF 

NEW vinvi “stor-away” EACH OTHER 


POUCH WITH EACH TOOL 
“ Wonderful PLUS FEATURE which fd 
ean and 


customers can’t pass by. Keeps tools c 

free from grease when stored in tool box, 
on shelf, in open, in cabinet. Made of 
Transparent Viny) Plastic... closes wit 
“snap button”. 


















Wheels move 
easily at the 
touch of a finger, 
so your cus- 
tomer effortless- 
ly selects the 
tools he wants. 
Entire stand is 
made of metal 

. surprisingly 
light in weight 
: yet a solid, 
durable, beauti- 
ful and PER- 
































We 100% SELF-SELLER... FEATURES 12 
MOST WANTED VARIETIES OF EVERYDAY 
TOOLS—BOTH FOR “‘DG-IT-YOURSELF’”” AND MECHANICS’ USE 


Ww ALL TOOLS PRE-PRICED AT FACTORY... FINE 
QUALITY — YET OFFERED AT AMAZING 































































VALUES WHICH CREATE TERRIFIC MANENT Auto- 

TURNOVER matic Selling 
Fixture. 

¥e EACH TOOL COMES IN HEAVY VINYL 
PLASTIC “STOR-AWAY” POUCH. COLOR- SPACE 
FUL PRE-PRICED CARD IN EACH POUCH METAL 
GIVES COMPLETE SALES INFORMATION. SAVER —— 
COMES COMPLETE WITH “TURN-O- 
ROUND” STAND. STAND CARRIES 

Measures only SELLING 

te A PERMANENT YEAR-ROUND 26” high... MESSAGE, 

MERCHANDISER... WITH “‘FILL-INS”’ base diameter 11” TOO. 


IMMEDIATELY AVAILABLE FROM 
YOUR JOBBER 


We EACH TOOL FULLY COVERED 
BY FACTORY GUARANTEE 
FOR QUALITY AND WORKMANSHIP 






You get RED HOT SALES ACTION from the very moment you set 
this Sensational New Challenger “Turn-O-Round” on your 













counter! SELLS ABSOLUTELY AUTOMATICALLY with no effort on INCOME PER SQUARE INCH OF COUNTER SPACE because it’s 
your part your customer sees what he wants and the cards super-efficient, super-compact. Is IN A CLASS BY ITSELF makes 
behind each tool tell him uses, advantages, price. PRODUCES a handsome, attention compelling display which you will be 
HUGE DAILY VOLUME features only Basic Tools which are in proud to use in your store ..Order your Challenger “Turn-O 
tremendous everyday demand for the “do-it-yourself” and “fix Round” through your jobber today! 
it-yourself’”’ Markets (and for most mechanics, too). Orrers CONTENTS: (Tools finished in Chrome packed with pre-priced card in 
ROCK-BOTTOM VALUES fine quality, fully guaranteed C STOR-AWAY Pouch) 3 ea. of following—No. 7001—Punch & Chisel Set; No 
lenger Tools at prices which perce force or ca thm Pile. I Silp Joint Pliers; No. 7008 6” Adj. Wrench; No 7008-6" Thin-nose 
iers; No. 7011—4-pe. Comb. Wrench Set; No. 7012—5-pe. O. E. & 12 pt 
buy. HAS PLUS VALUE that closes the sale easier, quicker New Comb. Wrench Set. 4 ea. of following—No. 7002—5-pe. O. E. Wrench Set; No 
Challenger “Stor-Away”’ Pouches with each tool are extras 7003—-6-pe. O. E. Wrench Set; No. 7005-8” Pipe Wrench; No. 7007-8” Adj 


Wrench; No. 7010—8” Slip Joint Pliers; No. 7013—All Purpose Plier Wrench 


which your customers won't overlook. SKYROCKETS YOUR TOOL Ship. Wt., complete with ‘“TURN-O-ROUND" Display 40 Ibs 





id Pe ea eee tele diel. mm Schiller Park, Illinois Order through Your Jobber 
Form No. C554 Lithe in U.S.A SEE ‘“‘TOOL-ETERIA’’ ON OTHER SIDE.... 
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SALES ACTION GALORE...... 


of € ha i tem ger A SELF-SERVICE TOOL CAFETERIA 
SAVE-A-CLERK 


my No. 525 We 
= A COUNTER | 
: | ) MERCHAN- J 


DISER 





SEES it 
WANTS it ' 
BUYS it 


* Every way you look at it, this New Chaltenser Aa 


matic Merchandiser is a Selling Beauty! Because ‘Tool-eteria 

is wonderfully compact, you get B-I-G P-R-O-F-I-T-S from 

your valuable counter space. Also “Tool-eteria” features only A 

basic tools that are sure-fire sellers every day of the year, and FOR EVERY TYPE OF STORE... Features basic 

offers these fine quality tools at unbeatable low prices. More tools everybody buys ond uses everyday 

ae eee neat coe Geena weet ane wae Sr, Gre ieets EACH TOOL RETAIL PRICED-MARKED . .. MOUNTED 
ra water yes x S ALLeNTLION ¢ me rywhe tebe - genera as yo se ON HEAVYWEIGHT, BEAUTIFULLY LITHOGRAPHED 

buying. And last but not least, the beautiful Lithographed Card 

on which each tool is mounted does the comple le se lling job Jor CARD WITH FULL SALES INFORMATION 

you by giving your customer ALL the use, guarantee and price COMES WITH EXTRA-RIGID “SPACE-SAVER” 


information needed to close the sale. Order “Tool-eteria” today 


; WELDED METAL STAND 
through your jobber 


CONTENTS: (All ‘Tools furnished with ‘‘Tool-eteria’’ are CHROME. PLATED BIG-VALUE POPULAR PRICES ASSURE 
indi are individually mounted on Automatic Selling Cards As illustrated IMMEDIATE SALES RESPONSE 


4 No. C.5005-—5-pe. Combination Wrench Sets; 6 No. C-4208-S—8” Adjustable 
Wrenches; 6 No. C-3287-S—4-Adjustment Pliers; 6 No. C-3146-S—2- Adjustment ALL TOP-PERFORMANCE, TOP-QUALITY 
Pliers, 6 No. C-4308-—8”" Pipe Wrenches; 4 No. C-5113—Open End 5-pe. Wrench 


Set Shipping weight complete with Metal Merchandising Stand 4 Ib TOOLS eee FULLY FACTORY GUARANTEED 


-- also get Details on chattemger's BIG VOLUME LINE!* 
INDIVIDUAL — COMPLETE SETS ZELF- SELLER 
HAND TOOLS Everything you MERCHANDISERS ()ehallenger 
Everything you ame need in Wrench Everything 
need in Sockets] Socket and Com- youneed tosell 
and Attachments bination Sets tools automat- 


y / f ? 1» YY é 
yy Ss / 4 VE also all types} 5 3-pe. Set up to ically—units 4 rr=, 
and kinds of ~ ' 104-Pc. “Shop for Floor, J 
Wrenches, ~ Ace Counter, Wall YA 
/ fr i Pliers, Cutters, —— ; J 


Screwdrivers, 

Punches, etc 
‘ : a en | 
Challenger has everything you need individually—or in sets—or on Self-Seller quae" 
Advanced Design lop-Quality Pre Wall Panels—or in Automatic Merchan 
cision Performance Factory Guarantee disers. And Challenger offers tremendous 6 ee, 
Challenger’s Merchandising Program is value that builds huge volume. Ask jobber { : 
tailor-made for you, too order tools for details or write address below 


mace sy PENENS CORPORATION scnitter park, wLNois/ 





EDITORIAL: ON TO RIVERDALE! 





THE EVENT THE TIME THE PLACE 


National Exposition of i Oct. 2-10 Kingsbridge Armory 
Merchantable Construction Inclusive Riverdale-on-the-Hudson 
1954 New York City 


Another revealing evidence of the revolution in merchandising currently 
taking place in the building industry is the National Exposition and Convention 
being sponsored by the National Retail Lumber Dealers’ Association and its 
federated, regional and local associations. 


For the first time in the history of the building industry, manufacturers and 
distributors who have investments in plants, machinery, facilities and inven- 
tories for the production and distribution of building materials are nationally 
meeting to demonstrate to the ultimate consumers the industry’s creative mer- 
chandising power. 

For the first time at a national show, the products of the industry will be 


displayed in the way the ultimate consumer wants to buy them—as end-use 
packages installed and ready to use. 


For the first time the federated, regional and local associations of dealers 
will unite in putting the dealer in the national spotlight as the local headquar- 
ters for the building industry’s sale of merchantable construction packages. 


For the first time the Lu-Re-Co system of home construction—the dealers’ 
answer to prefabricator competition—will be nationally demonstrated and 
promoted. 


BO OD OL] UO OS Se Oe eel 


For the first time national radio and television channels will carry the story 
of the lumber and building products deaier as merchandising headquarters of 
the industry. 


> 
r 


For the first time a national pattern will be established for regional dealer 
associations to put on local shows in metropolitan centers which will promote 
the industry’s end-use products to ultimate consumers in their areas. 


For the first time the service factors of the industry—architects, contractors, 
building tradesmen and financing agencies—will be shown that the investment 
factors of the industry, manufacturers, wholesalers and dealers, are uniting in 
promoting and selling their services to the consumer in end-use packages that 
combine both materials and service. 


: 
4 
: 
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For the first time in history, architects, contractors, building tradesmen and 
financing agencies can be certain that their services will be merchandised in the 
most modern and aggressive manner. 

For the first time a national demonstration will be had of the latest and most 
efficient methods of store arrangement, departmentalization, floor and window 
displays, counter designs, organization for self-service and self-selection, 
consumer traffic control ane efficient store lighting. 

For the first time dealer merchandising leadership will be discussed in a 
national forum covering all aspects of the subject. 


For the first time the organized industry will have a national merchandis- 
ing convention as well as a board of directors’ meeting. 

Every dealer should plan to attend* and bring with him the leaders of his 
sales forces (a good sales contest premium). This National Exposition will 
undoubtedly be the greatest mobilization of merchandising leadership the indus- 
try has ever had 

American Lumberman will be glad to supply on request a list of New York 
City Hotels within convenient transportation to Riverdale. 


*And the World Series might be on! 


3UILDING Propucts MERCHANDISER 
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BEFORE REMODELING, left, this is how the Davis Lumber and Hardware Co. looked. The exterior uninviting, the interior 
inefficient. After remodeling, right, the exterior offers an attractive front. Inside, customers find products neatly displayed. 
Old store was 24x45; new layout is 24x100 


Why a Small-City Dealer Remodeled .. . 
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NEW SALESROOM LAYOUT showing location of major products. Overall dimensions are 24x100. 


... and How It Has Helped Him 











Efficiency has replaced confusion in Jack Davis new Jack Davis remodeled his horse- 


; a ane , : aoe oe RS and-buggy lumber yard in Hutch- 
store in Kansas. Read about Jack’s problems and how he inson, Kan. (pop. 88,570) this year 
solved them. with definite needs in mind. 


These were his problems: 
1. Inadequate display space 


2. Inefficient store arrangement, 
which led to confusion 


3. Inability to provide service 


(continued on page 24) 
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hee Protit line” 
tor Amenican Fence Dewlere 


@ Summertime is “Profit Time.” 
Farmers are spending money—pre- 
paring for the coming fall and winter. 
Naturally, they want to buy wisely 
and carefully. And they want the 
best. You, as an American Fence 
dealer, are in a position to supply 
them with the best. 

The farmer is no stranger to Amer- 
ican Fence. During the year we have 
kept him aware of ‘“‘American’”’ prod- 
ucts through national advertising in 
leading farm papers, read by more 
than six million subscribers. Radio 
commercials and direct mail litera- 
ture have helped, toe. And thou- 
sands of satisfied farmers who 
already use American Fence have 
increased our advertising tremen- 
dously by word of mouth. Now it’s 
time to make the sale. 

Many of these people will be in to 
see you. Refresh their memories. See 
that your American sign is in a 
prominent spot. Make certain that 
your American Fence is displayed to 
best advantage. And be sure you 
have plenty of American Fence liter- 
ature to cover your complete mailing 
list and personal distribution re- 
quirements. If you need more litera- 
ture and signs, contact our nearest 
sales office. The demand for Ameri- 
can Fence is one of your biggest sales 
assets. And your best sales point? 
Well— 





There’s more American Fence 
in use than 
any other brand! 


AMERICAN STEEL & WIRE DIVISION, UNITED STATES STEEL CORPORATION, GENERAL OFFICES: CLEVELAND, OHIO 


COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO + TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA, 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


U°S°S- AMERICAN FENCE 


BurLp1nG Propucts MERCHANDISER (To obtain more data on advertised products see page 90) 
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ARCHITECTS HELPED PLAN the new store layout after 
personal observation of customer traffic 


flow. 





SMALL-CITY DEALER 


(begins on page 22) 





and materials for do-it-your- 
self customers 


Store layout elevation so low 
that property was under 
water seven times in recent 
years (floor raised 13 inches) 


Results of remodeling: 


1. Increased store traffic, par- 
ticularly women 


More impulse buying because 
more products are displayed. 
Special increase noted in 
paint and hardware sales; 
more tie-in sales 


Boost in employe morale. 
They are proud of the new 
store, which makes selling 
easier 


Suppliers’ salesmen seem 
more anxious to help since 
firm has demonstrated it is 
progressive 


Jack hired a professional archi- 
tect to help eliminate the ineffi- 
ciencies of his old store. Architect 
Dale Dronberger spent a Saturday 
morning as an observer in the 
Davis store and the new layout 
was designed to eJiminate some of 
the problems of customer traffic 
and display noted that morning. 
Jack also visited other yards, 
showed dealers his plans and lis- 
tened to their suggestions. 

Additional display space made it 
possible to add new items like gar- 
den tools, kitchen cabinets and 
counter tops; many new hardware 
items; rental tools and metal prod- 
ucts. Swinging display panels has 
made it easy to show samples of 
lumber, molding, siding, insulation 
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EVERY ITEM ON DISPLAY is labeled and price-marked. 
Floor islands, wall and shelf displays were designed by 


professional fixture people. 











WHAT STYLE? Jack Davis selects a molding sample from the swinging panel 
display rack, where samples of toost building materials are found. 


and millwork in a limited space. 
A display fixture firm took the 
store plans and specified the floor 
islands, wall and shelf displays to 
achieve the greatest efficiency. 
Another reason why employes 
like the new layout is the confer- 
ence room, which includes a stove- 
refrigerator combination. This is 


the scene of the weekly sales meet- 
ing, which is preceded by a hot 
meal. 

A strong promotional program is 
backing up the new store. The 1953 
advertising budget was based on 
an appropriation of 1.4% of sales 
and an additional 0.97% was spent 

(continued on page 26) 
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THORIZED R*‘O'W DISTRIBUT 


a WINDOWS 


Cauironeta 


COLORADO 
SOm eS erIe ur 
28 LAWaAne 


Distmicr or coLumBia 


FLomipa 


RSON MFG NC., Brade 
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iLLinois 
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AN MBEF Pittsburgh, Pe 
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UTAH 
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VERMONT 
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eee eeeaTon 
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WwVOmInG 
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CANADA 


R+O+W windows outsell all competitors. 
This leadership has been built on the 
public demand for windows with the 
patented R+O-W lift-out feature—plus 
quality construction and fair price. 


Your customers deserve the best 


R.O.W. SALES CO. 1332-66 ACADEMY AVENUE - FERNDALE 20, MICHIGAN 


BuiLpinc Propucts MERCHANDISER 


R*O°W Is the registered trade mark of the R.O.W. Sales Co. 


(To obtain more data on advertised products see page 90) 25 











SMALL-CITY DEALER 
(begins on page 22) Swap Paint for Blood 





for sales promotion to civic and ; 
service club groups. That was the headline in a recent 

Summarizing the results of the issue of the Hutchinson (Kan.) News- 
remodeling program, Jack com- Herald. The Davis Lumber & Hard- 
ments: ware Co. cooperated with the Reno 

“During the first quarter of County Red Cross Chapter by offer- 
1954, we were devoting more time 


to completing the new store than enamel to the first 200 donors during 
we were to creating sales, but 


April. 1954 ws } h the two-day visit of the bloodmobile. 

Aprii, 1954 was ahead of the same A total of 113 exchanged blood for 

month last year. Although our ‘ : ‘ 

average sale this year will be paint. If you can beat this unique 
’ : i i il us 

smaller than the average sale last promotion stunt, write and te ° 

year. 1 am Genvineed tat tana about it. Personal Interview Helps 


would have been well behind 1953 Collect Past-Due Bills 


if we had not remodeled.” 


ing a pint of non-yellowing white 











A personal-interview approach 
y for collection of past-due accounts 
our own ’ : has proven successful for the 
Fielder-Dillingham Lumber Co., 


eyes tell you-- Abilene, 7'ex. 

‘ “Here in our territory I have 
_- found that a personal interview— 
SSS ‘\ in my office—with a slow-paying 
— SAT customer is by far the most effec- 
NS ~ tive means for making collections,” 
_ says J. R. Fielder, secretary-treas- 

~ = urer and manager. 

“You must make a man sincerely 
want to pay his bill before he 
will,” says Fielder. “I use this 
approach in talking to customers 
by pointing out all the disadvan- 
tages of not paying and all the ad- 
vantages of maintaining good 
credit. But I never make threats 
because I believe this is the quick- 
est way to alienate a person,” he 
says. 





Here is the firm’s step-by-step 
collection procedure: 


OAK FLOORING V4! 1. Past-due bills are sent to 


slow-paying customers every 15 
; days. Depending on the customer, 
Has all these advanta es the bills may be sent for a maxi- 
g | mum of two or three months. 

® GREATER STRENGTH 2. The next step is a personal 
® EYE-CATCHING BEAUTY eo Pa 5 Mae AP angry 2 
. e individual. e letter is sen 
ADDED SALES APPEAL registered mail so the firm receives 


You've got to see this flooring to appreciate a post office report on delivery. 
its beauty — and it's as durable as the Ozark 


mountains from where it is grown, : : 3. If the bill remains unpaid, 
Ozark Oak Flooring is dried in modern kilns and . Fielder tries - hard as possible to 
supplied with a satin smoothness that requires make an appointment for the per- 


a minimum of sanding and finishing — saves you ? son to come into the office for the 
time and money. It is NOFMA gyvaded under strict personal interview. 


manufacturing control for matching consistency. P 
, ry , ' : 1 ; “More often than not,” he says, 
es, you be the judge ard see for yourself why “the person will come to the office 
Ozark Oak Flooring is better, Specify it on your : : , 
next Flooring order. to talk things over. Sometimes it 
is necessary to have only a tele- 
phone interview with the person, 
but the personal talk in my office 


The OZARK OAK FLOORING ay | is by far the best method,” he 


adds. 
ee 4. If the bill remains unpaid 
after the interview, the case is 
turned over to the firm’s attorneys. 


Available in all standard sizes. 
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Now ANY home can have 
that "contemporary" 


Contemporary Combination storm and screen doors 


Entrances take on that “contemporary look’? when 
protected and decorated by one of these new Con- 
temporary doors. Available both as combination doors 
with storm and screen inserts 
wired screen doors 


and as permanently 
they feature a unique fluted-panel 
design that offers exciting new possibilities for “‘per- 
sonalized” color treatment. 

As a combination storm and screen door the Con- 
temporary is offered in three attractive insert styles 
including the beautiful protruding “picture frame” 
insert shown above. Storm sash and screen panels are 
designed for quick and easy changeability and require 
little storage space. 

Send for the four-color brochure which describes in 
detail the delightful color combinations suggested by 
the Contemporary’s design. 


A CONTEMPORARY STYLE 
FOR EVERY ENTRANCE 
—ANY TASTE 


look! 


with these 
contemporary doors 





Contemporary Screen Doors 


The Continental Contemporary screen door is permanently wired, 
and presents the same combination of Continental quality con- 
struction features as is found in all Contemporary doors: mortise 
and tenon construction; made of Ponderosa Pine, the wood of 
warmth, beauty and durability. There is no other screen door in 
its price range that can approach its beauty and utility. 





As an all-weather 
combination storm 
and screen door the 
Contemporary is 
also available with 
one-light fiush 
insert (left) and with 
three-light flush 
insert (right) 





Buttpinc Propucts MERCHANDISER (To obtain 


products are manufactured by: 


The Wabash Screen Door Co.— Minneapolis — Chicago — Memphis 
Owosso Manufacturing Company — Owosso, Michigan 
Philadelphia Screen Manufacturing Company — Philadelphia 


and sold through CONTINENTAL SCREEN COMPANY 


1326 BOOK BUILDING - DETROIT 26, MICHIGAN 


more data on advertised products see page 90) 
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Custom Styling at Low Cost with 


7tow WATICO 
DRAMATILE 


ASPHALT TILE AND 
ARISTOFLEX VINYL TILE INSERTS 





New Profit Opportunity for 
MATICO Dealers! 

































MATICO Dramatile flooring inserts offer MATICO 
dealers still another fast-selling MATICO product to 
help them get bigger volume... more profit. And 
colorful, interesting Dramatile inserts help stimulate 
sales of MATICO asphalt tile flooring and Aristoflex 
viny! plastic tile flooring as well. 





You'll want to display these novel inserts on your 
counters as sure-fire sale starters . . . and you'll want 
to point Dramatile out to every prospect in your store. 





MATICO Dramatile inserts are available in 15 designs, 
40 color combinations in rugged MATICO asphalt tile 
and in 5 designs, 12 color combinations in sparkling 
Aristoflex vinyl-plastic tile. Dramatile inserts give 
floors a custom-styled appearance, yet they are as 
easy to install as regular MATICO asphalt tile or 
Aristoflex vinyl tile. Produced in 9” x 9” tile ready 
for installation, asphalt tile inserts are Ye” thick; 
Aristoflex inserts come in standard gauge thickness. 
Dramatile inserts are long wearing because the de- 
signs are actually part of the durable MATICO floor. 


Write today for full details. 


MASTIC TILE CORPORATION OF AMERICA 
Joliet, Ill. + Long Beach, Calif. * Newburgh, N. Y. 


Manufacturers of: Aristoflex * Confetti * Parquetry 
Asphalt Tile * Cork Tile °* Plastic Wall Tile 





OVERALL view of the complete Albion 
exhibit illustrating the three wall sec- 
tions that show each step required for 
building a rumpus room. 


so] PREPARING 


CEILINGS CEILINGS 


STEP ONE — Preparing. This wall 
section demonstrated use of anchor 
nails on the cement walls, treatment 


with waterproofing compounds, reflec- and asphalt tile 


tive insulation, wood furring strips, 
gypsum board and the installation of a 
wood floor over sleepers 


STEP TWO — Applying. New, decora- 
tive hardboard in plank design, plank 
insulation board, acoustical tile board 
were shown in this 
wall section. The asphalt tile was ap 
plied over plywood with cement 





mF} APPLYING 


STEP THREE — Finishing. The final 
wall section revealed the creative role 
of paint in bringing bright color and 
beauty to the rumpus room. Ceiling 
tile board and pre-finished parquet oak 
flooring was shown. The wall covering 
was embossed Douglas fir plywood, 


Talking Display Sells Rumpus Room Packages 


When Albion Lumber and Millwork Company, Ltd., 
Vancouver, B. C., agreed to participate in a local do- 
it-yourself show they decided something different was 
needed in the way of a display. 

This Canadian dealer especially wanted an exhibit 
that showed lots of products but without the confu- 
sion often found in the typical lumber retailer dis- 
plays. The exhibit finally designed solved this prob- 
lem and the products were displayed with clarity by 
concentrating on a single home improvement job. 

A rumpus or recreation room was featured because 
this was the package that had been most frequently 
asked about in the Albion showroom. Being realistic 
they felt that they couldn’t hold an audience at the 
show for sufficient time to build a complete room 
from floor to ceiling. A compromise was an exhibit 
with three wall panels with the products partially 
applied. Each panel demonstrated one step in the 
conversion of a basement into an attractive rumpus 
room. 

Adds sound. Albion’s display became something 


BUILDING Propucts MERCHANDISER 


really different when they decided to use a recorded 
Sales pitch that described the rumpus room and 
strongly sold the building products required for the 
job. The script was prepared and recorded on tape 
by a local radio announcer. The tape was then used 
on a recorder placed behind the booth. Loud speakers 
high on the exhibit directed the selling message to 
the audience. 

The transcription was played every half hour on 
the hour and half hour and lasted about 11 minutes. 
At the conclusion of each presentation three Albion 
representatives took their places in front of each of 
the wall sections to answer questions from the crowd. 
Prepaid business reply cards were distributed freely 
during the 20-minute intervals between shows. 

Stresses Products. During the presentation an Al- 
bion employe with a pointer indicated the various 
building products as they were mentioned in the 
tape recording. Before each show curtains were 
drawn over the three wall sections and drawn back 
as the script moved through each step required to 
convert a basement into a rumpus room, 
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Top Quality at Low Cost 


Precise manufacturing of all moving 
parts insures positive silent operation. 
The KD’s composition blades are guar- 
anteed not to rust, bend, warp or 
twist; no resonance. They are washable 
for quick easy cleaning. Smooth run- 
ning — “absolutely no vibration” —the 
KD fan is sensational—yet priced way 
down. Check on it now! Today, 


*the “DO-IT-YOURSELF MARKET” 
HOME OWNERS, BUILDERS, CONTRACTORS— 
all want the Fan with the easy-to as- 
semble, fast to-install, handy-packaged, 
low cost features. 


* Especially Dealers 
The KD FAN sale means 

Extra sales—!, H.P. rubber mounted 
electric motor—approximately 16’ of 
1x12S848 lumber to complete frame 
assembly. 


Easy-to Stock-convenient “safe-way 
packaging” (3” x 18” x 18”—15 Ibs.) 
means easy handling—no loose parts. 
Complete instructions—easy to as- 
semble—no guess work, 


WRITE NOW! 
TODAY 


FOR COMPLETE | 


INFORMATION 


S. J. STEWART 
[ELECTRIC] 
527 ST. JOSEPH ST. 
Phone RA. 4308-4309 
NEW ORLEANS 12, LA. 


(To obtain more data on advertised products see page 90) 
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BUNDLED PLYWOOD SCRAPS attract customer in Kansas dealer’s store. 


Bundled Plywood 
Scraps Boom Sales 


Bundling and displaying mill 
scraps of plywood has_ turned 
waste stock into a profitable item 
and increased walk-in traffic 15% 
for the Whelan Lumber Co., To- 
peka, Kan. 

“Before we hit on the idea of 
bundling our plywood scraps for 
sale to do-it-yourself homeowners, 
we had trouble giving the stuff 
away,” said President Wayne 
Whelan. “But, in the first six 
months of our sale, customers 
bought about three truck loads.” 
(A truck load is the amount of 
scraps that can be piled on a 114- 
ton truck). 

About 70% of the scrap plywood 
sales are credited to the informal 
display and the rest to word-of 
mouth advertising. The bundles 
are stacked in the middle of a wide 
aisle near the front of the show- 
room. A clearly lettered sign on top 
of the pile says, “Plywood at Bar- 
gain Prices! Take Your Pick.” 


Most of the plywood sales are 
made to regular customers. “Once 
the customers see the plywood,” 
says Whelan, “they begin to get 
ideas about what they can do with 
it—and they just can’t pass up the 
bargain.” 

The bundles usually include 
from four to seven pieces each. The 
pieces range from 3-12 inches wide 
and from less than a foot to two 
feet long. Most of the bundles are 
sold for 50¢. The larger bundles 
of thicker stock are priced at 75¢. 

“No extra personnel is involved 
in the operation,” Whelan explains, 
“because the salesmen tie up the 
bundles in their spare time. No 
salesmanship is needed to convince 
a buyer he is getting his money’s 
worth.” 

To build good will, the firm often 
donates bundles of plywood to Boy 
Scouts and charitable groups. The 
firm also sells blanks from solid 
doors when glazing is ordered. The 
cut-outs sell for $2 each. 
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PHILLIPS AND SLOTTED 


SOUTHERN scatw co. 


sOUTHCtaN SQutnmeen $cetw co 


WOOD SCREWS WOOD SCREWS 
nie) OVAL 
HEAD HEAD 
STEEL STEEL 


1 GROSS 1 GROSS 


mAGI IN UL ba 


STEEL@ BRASSe SILICON BRONZE@ ALUMINUMe STAINLESS STEEL 


All regular plated finishes 
Standard sizes available from stock 


LENGTH 


STATESVILLE > MORTH CAROLINA 





For information and free catalogue write 


Southern Screw Company, Box 1360-L, Statesville, N. C. 





of 
ce. 
box 
ist- 
lar 


: . ive 
FACTORY WAREHOUSES: | 


4100 Dell Avenue, North Bergen, N. J., Union 5-0985 ow master Canten new 
325 West Ohio Street, Chicago 10, Il!., Superior 7-6531, 7-6532 available. 

2640 East Washington Bivd., Los Angeles 23, Calif., Logan 5-6157 

2131 Farrington St., Dallas, Tex., RA 6-950 





Demonstration DO IT - YOURSELF HOMEOWN.- 
through sleet last 
spring to attend the demonstration 





ERS waded 


showing how they could install as 
phalt floor tile held at the Oakridge 
(Ore.) Builders Supply Co 


Boost Your Floor Covering Sales With 


FLOOR COVERINGS 


How to sell more 
Seventh in a merchandising series 


The 3D’s of modern building ma- 
terial merchandising—display, 
demonstrations and do-it-yourself 

are especially important in a 
well-rounded sales program for a 
profitable resilient tloor covering 
department. 

Using displays to play up the 
beauty and demonstrations to shuw 
how easy it is to install floor tile, 
retailers are discovering a bonanza 
in the keen interest homeowners 
are taking in improving their 
homes. 

Women are the key to this profit- 
able market. Many manufactur- 
ers have partially presold them 
through consumer magazine adver- 
tising slanted at the feminine side 
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SALESMAN EXPLAINS to a housewife how easy it is to 
install floor tile at a recent do-it-yourself show at the Gee 
Lumber Co., Chicago. 


as 


Displays, do-it-yourself promotion and lively demon- 
strations can step up your floor covering sales. Women are 
now trying their hand at installing floor tile, greatly expand- 


ing the market. 


of the family. These ads stress 
new materials, patterns, colors, 
easy maintenance and self-instal- 
lation. Dealers backing up this na- 
tional advertising with local pro- 
motion, demonstrations and ade- 
quate displays are ringing up ex- 
tra proiits and sales volume from 
this prime market. 

In some sections of the United 
States the lumber and building ma- 
terial dealer is a relative new- 
comer to the resilient floor cover- 
ing field, but his interest is grow- 
ing. 

Building material dealers are 
logical distributors for floor tile— 
especially to do-it-yourself custom- 
ers. When he buys material for 
a room remodeling job he’s a po- 
tential floor covering customer. 
Many dealers aware of this are 
now expanding or creating resili- 
ent floor covering departments to 
cash in on this potential business. 


Floor Specialist Needed 


Successful floor covering depart- 
ments are usually run by a special- 
ist familiar with the different 
types of floor materials. He has 


enough training to advise a cus- 
tomer where a specific type should 
be used, how it should be applied 
and how it should be maintained 
after installation. 

Some yards place a woman in 
charge of floor covering sales. Mrs. 
Amy Corum, secretary, Banks-Wil- 
cox Lumber Co., Liberty, Mo., 
heads the firm’s floor covering de- 
partment and has developed a sales 
story that’s especially effective 
with women. 

“When discussing linoleum I 
show feminine buyers the smart 
colors and tell them it can be 
scrubbed without damaging the 
finish,” Mrs. Corum said. “If as- 
phalt tile is shown our policy is to 
show all five grades, but to empha- 
size the greaseproof type which 
takes paste wax easily and isn’t 
harmed by grease. With rubber 
tile, eye appeal and colors are 
stressed to style-conscious women.” 

“Bathroom and kitchen remodel- 
ing jobs are major projects in this 
area. Sales for bathroom renova- 
tion have been heavy and the aver- 
age sales ticket is seldom less than 
$135. For kitchen remodeling with 
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us, linoleum outsells tile about two 
to one.” 

Sales figures indicate that build- 
ing material dealers in and around 
Atlanta, Dallas, Kansas City, New 
Orleans and St. Louis are the most 
active in over-the-counter sales of 
resilient floor tile. 


Promotional Plan 


In these areas, building material 
dealers have learned that a logical 
promotional plan must be followed 
to successfully merchandise resil- 
ient floor coverings. These points 
must be considered: 

Display a wide variety of floor 
coverings. A segregated display 
in a good traffic area where shop- 
pers can look around has proved 
most successful. It’s a good idea to 
use fixtures available from various 
floor tile manufacturers because 
they are useful in displaying a 
maximum of tile in a minimum of 
space. 

Some dealers prefer to build 
their own fixtures. Ernest Nailor, 
owner, Ernest Nailor Lumber Co., 
Port Angeles, Wash., has designed 
a display fixture with floor tile con- 
veniently displayed in shelves on 
all four sides of the base. The top 
is flat and it will accommodate 16 
tiles. The customer can lay out 
patterns on the counter and visual- 
ize how the completed floor will 
look. 

To suggest tie-in and impulse 
sales, the Frontier Lumber Co., 
Buffalo, N. Y., mounted its tile fix- 
ture on rubber casters. Now it reg- 
ularly turns up in the floor cover- 
ing department one day and the 
paint or wall covering department Do-It-Yourself WOMEN DISCOVERED they can apply floor tile them- 
the next. selves and opened a new do-it-yourself market for floor 

Tracy & Jones Lumber Co., Hor- raat 
nell, N. Y., has learned that dis- 
plays can increase sales tremen- 
dously. Although the firm had 
handled asphalt tile for years, lit- 
tle emphasis was put on that part 
of the business. Early in 1949, 
they decided to make a more sub- 
stantial drive for more resilient 
flooring business and began mer- 
chandising linoleum and floor tile 
through ads and displays. One year 
later their sales picture looked so 
promising that Tracy & Jones 
opened a showroom devoted entire- 
ly to various resilient floor cover- 
ings. L. R. Jones, one of the own- 
ers, is pleased with the results of 
the department and also the cus- 
tomers it attracts who buy other 
building materials. 


== * 





Manufacturers Help 


Floor covering manufacturers 
have many displays to stimulate 
interest in floor coverings. Copies 
of national ads, displays of minia- 
ture tile which make it possible for 
the customer to try different color 
combinations and patterns, photo- SIMULATED FLAGSTONE tile marks a departure from the conventional block 
graphs, literature, how-to-do-it form. No special installation tools are required. The grid is precut at the factory 
tips and envelope stuffers are just and cemented to the floor before the die-cut “flagstones” are laid. 


Courtesy Armstrong Cork Co. 
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large table surface. 





some of the sales aids offered 
dealers. 

Attractive displays, surprisingly 
enough, often stimulate impulse 
sales of floor coverings. 

Adequate lighting is necessary. 
The building material dealer is 
selling color, design and beauty 
when he offers resilient floor cov- 
erings. If the materials are dis- 
played in a half-lit setting, sales 
are bound to be unsatisfactory. 


SALES ARE EASIER when the customer can select mate- 


stock bar and lay out designs on the 


Demonstrations are invaluable 
aids in building sales volume. Last 
March, more than 2,000 visitors at- 
tended the two-day You-Do-It 
Show at the Mineola (N. Y.) Lum- 
ber Co. Visitors to the floor tile 
displays were shown how to de- 
velop their own colorful floor pat- 
terns and watched demonstrations 
of floor tile installation. 

A gratifying number of orders 
were booked during the show, but 


ISLAND TYPE display fixture at the 
Nailor Lumber Co., Port Angeles, 
Wash., gives the customer an oppor- 
tunity to lay out a pattern on the large 
top surface and view it from a dis- 
tance 


the real benefit, the yard manage- 
ment feels, was derived from the 
additional orders which came in 
steadily weeks after the show. 

A similar week-end do-it-your- 
self show at the George S. Rhoads 
Lumber Co., Sayville, N. Y., at- 
tracted an even larger crowd than 
the Mineola show and floor tile or- 
ders prompted by the show were 
more than satisfactory. 

Another type of promotion which 
results in an even higher percent- 
age of sales to the number of per- 
sons attending are how-to-do-it 
classes. A good example of this is 

(continued on page 36) 





PASS DOOR. Can be 
furnished for any 
How-ell-dor under 18 
wide and 4 Sections 
or more high. 


A garage door’s worth is best 
terms of what it does for you . 


“The door everyone looks at twice 
—and likes at once!” 


measured in 
“Howell” it 


performs a service you need. Taking price, 


quality, styling and service into 


account, the 


How-ell-dor is the sectional door at its best. 


Write for new ‘54 literature. 


Now available in 44 stock 
styles and sizes; custom- 
built doors are o specialty. 
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THE HOWELL MANUFACTURING CO. 
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"MODIFIED STREAMLINE © 
SERVICE STATION DOOR. | 
Also available, Streamline and F 
Super Streamline with Stand- F 
ard or Hi-Lift equipment. ; 


ee epee 


7200 Hasbrook Ave. 
Philadelphia 11, Pa. 
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Today’ Best Lumber Buy 


t/, Vf, “Qualitized” 
Mf fy ; “poy | siahtanner teed 
SELECTS 


Packy, the Professor from Pack dustrial, home, or do-it-yourself 
River, points out: Dollar for use—wherever selects are called 
dollar, these well-manufac- for. They and you will be get- 
tured, scientifically kiln-dried ting an unusual value. 

selects are the best value of the 

current lumber market. With Be sure! Insist on Pack River 
confidence youcanrecommend “Qualitized” Engelmann 

Spruce Selects. 





Write Today for 


*Originally known as North Idaho 
FREE BOOKLET_— 


Engelmann Spruce. 





ACK RIVER SALES CO. 


SPOKANE, WASH P.O. BOX 64 * TELETYPE SP. 105 ° TEL. MAdison 0121 
Managing Sales For 
PACK RIVER LUMBER CO NORTHWEST TIMBER CO THOMPSON FALLS LUMBER CO 
Sandpoint, Idaho Gibbs, Idaho Thompson Falls, Mont 
. CRESTON SAWMILLS, LTO & 
Creston, 8. C 
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Courtesy Kentile, Inc. 
YOU-DO-IT SHOW at the Mineola 
(N. Y.) Lumber Co. stimulated home- 
owners to install their own tile floors 
and increased floor covering sales for 
weeks after the show. 


FLOOR COVERING SALES 


(begins on page 32) 


a series of classes sponsored by 
Westbury, N. Y., yard of the Nas- 
sau-Suffolk Lumber Corp., which 
operates seven yards in the area. 

Small newspaper ads_ three 
weeks before the demonstrations 
announced seven class sessions on 
attic remodeling. One of these ses- 


sions was devoted to a demonstra- 
tion on how to finish a remodeled 
attic with resilient floor tile. More 
than 600 people attended and a 
substantial volume of floor tile was 
sold as a direct result of the 
classes. 

Using a similar promotion idea, 
the Hunt Materials Co., Hunting- 
ton, N. Y., announced a class for 
homeowners interested in a new 
tile floor at big savings by laying 
it themselves. More than 200 peo- 
ple enrolled for a single session. 
The firm believes that the show 
was a financial success because the 
sales traced to the demonstration 
were considerable. 

Advertising, either direct mail 
or local newspapers, is necessary 
for promoting a floor covering de- 
partment. Ads should explain how 
easy it is to apply floor tile and 
how much a homeowner can save 
by installing it himself. 

Quote a package price in your 
advertising, basing your estimate 
on an average-size room and how 
much it will cost per month of the 
budget plan. Manufacturers offer 
mat services and prepared ads for 
dealers interested in selling the 
floor covering market. American 
Lumberman’s ADservice also of- 
ers mats on tile as well as hun- 
dreds of other building materials. 

Stock a variety of floor cover- 
ings. Emphasis by manufacturers 


on new designs and colors is a good 
tip off that adequate inventories 
are necessary. Samples of the vari- 
ous floor coverings the dealer 
stocks should always be available. 
If the customer doesn’t like one 
product the salesman can meet the 
objection by offering another. 

Turnover. Profit in resilient floor 
coverings is based on turnover not 
leftover. Dealers should base their 
stock purchases on a rough turn- 
over figure of six times per year. 

Samples. The variety of resilient 
floor tile on the market today is 
tremendous. While a building ma- 
terial dealer cannot stock all types 
he can have samples available. 
This is a good idea, especially 
when customers are stimulated by 
national advertising before they 
enter the store and the dealer must 
sell the newest patterns and colors 
from samples. But samples alone, 
without adequate stock, are never 
a satisfactory way of selling mate- 
rial in volume. 

Methods of pricing. Over-the- 
counter sales of floor tile are usu- 
ally by the tile, though some deal- 
ers prefer to sell it by the square 
foot. 

Probably the best way to sell 
flooring materials is to quote the 
price for a complete floor. That’s 
what the customer is buying. This 
takes a little more salesmanship, 


(continued on page 81) 














THIS BRAND IS YOUR GUARANTEE OF A PERMANENT 


SUPPLY OF HIGH GRADE WEST COAST LUMBER IN 
ALL SPECIES 


CANADIAN Forest Propucts LIMITED 
FBURNE SAWMILLS DIVISION 


VANCOUVER, B.C. 
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When you sell SISALKRAFT you're selling the best re- 
enforced paper made. And that means you're build- 
ing customer good will. Good merchandise means 
repeat sales, freedom from complaints . . . satisfied 


customers. 


We're advertising to your customers through trade 
journals, farm papers and direct mail. Our men are 
constantly following up jobs, talking to builders, 
architects, county agents ... we're telling them “See 


your lumber and building supply dealer”. 


STOCK AND SELL ALL HIGH QUALITY 
SISALKRAFT PRODUCTS 


SISALKRAFT 


Waterproof reenforced protective SISALKRAFT STOCK SIZES 
papers. Width of 


Roll Amount 

BUILDING USES: Waterproof mem- 36” 225.and 500 sq. ft. 
brane between fill and slab . . . under 48” 666 and 1200 sq. 
all flooring . . . covering concrete ... 60” 1000 and 1500 sq. 
protecting materials and equipment. 72° 1000 and 1800 sq. ft. 
FARM USES: Temporary and trench 96” 1200 ond 2400. 
silos . . . sealing doors and tops of per- SISALKRAFT BLANKETS 
manent silos . . . haystack covers . . . cover- Widths from 8’ 6” to 26’ 6” 
ing farm equipment, weatherproofing lengths vp to 100 ft. 

farm buildings, poultry shelters, etc. 








SISALATION 


Reenforced reflective insulation and SISALATION STOCK SIZES 
vapor-barrier with pure aluminum on Width of 
both sides. Low cost, side wall insulation Rell Amount 

| tection against condensation a6 225 end 500 oq. f. 
Gre proves 9 res 48” 666 sq, ft. 
paint peeling, dry rot, etc. 





COPPER ARMORED SISALKRAFT 


for concealed flashing. Provides protective pen a 1,2, oF 3 oz. of copper 
value of copper at 1/5th the cost of peaooe. «agg i . 
heavy gauge copper. Widths: From 4” to 60 


Write Dept. AL-6 


AMERICAN SIS ALKRAFT CORPORATION 


Attleboro, Mass. * Chicago 6, Ill. * New York 17, N. Y. * San Francisco 5, Calif. 
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REYNOLDS /ifefime ALUMINUM GUTTERS and DOWNSPOUTS 


The beautiful rustproof gutters that homeowners put up 
themselves ...slip-joint connectors, no soldering. Ogee and 
Half-Round, smooth and stippled finish. Set up Reynolds 
attractive counter display! 


REYNOLDS [ifetime ALUMINUM FLASHING 


Rustproof, looks best, works easiest, costs less! 
50’ roils in Display Carton, handy for cut- 

ting lengths to order. Also Display Cartons of ten 
18” x 48" flat cheets. 


~ REYNOLDS @ ALUMINUM 
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REYNOLDS /ifetime ALUMINUM N . 


ape a Great Window Line! 












These new 48” sheets make rustproof, 
heat-reflective Reynolds Lifetime Alu- 
minum a bigger roofing and siding 
bargain than ever! 50% fewer sheets 
to handle—50% less metal taken up 
at side laps! Saves on labor and 
material, and gives the buyer a tight- 
er, better looking job. 








































REYNOLDS ALUMINUM TRAVERSE WINDOW 





REYNOLDS [ifetime ALUMINUM ) Simple...and simply beautiful! Sliding vents open 
NAIL MERCHANDISER | easy, close tight, lift out for cleaning. No sash bal- 


ances, weights, hinges! Precision-made of ‘‘satinized™ 
Reynolds Aluminum. Hurricane tests prove air and 
F water infiltration practically nil. Easy installation tem- 
| plate in every package. 


With this Reynolds Dis- 
play Carton of 20 
packages, you're in 
the fast-growing alu- 
minum nail business 
with minimum space. 
Rustproof, non-stain- 
ing, nearly three times 
number of nails per pound—different 
color cartons to identify each type. 



















New B | | — —\— 
REYNOLD? | REYNOLDS ALUMINUM 
BASEMENT AND UTILITY WINDOWS 


Built of sections specifically engineered for basement 
windows! Never rust, rot or need paint. Features in- 
clude ‘Bulldog Grip"’ serrations for tightness, Double 
Contact Weathering, Guide Arms for easy removal 
of vent for cleaning and to hold rigid in any position. 





...and these famous, performance-proved 
REYNOLDS ALUMINUM WINDOWS 


POPULAR AWNING TYPE for controlled 
ventilation, rain deflection, easy clean- 
ing, quick, positive closing. Precision- 
built of Reynolds Aluminum Extrusions 
in exclusive “satinized” finish. 












i STANDARD AND MODULAR CASE- 
MENTS. High “satinized"’ finish, 

} welded joints, double-contact frame, 

| wide-opening extension hinges, other 
features. Complete range mullions, etc. 













BUILDING : o_ 
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SEE “MR. PEEPERS”...Your Customers Do! Starring Wally Cox, Sundays, NBC-TV Network. 
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YOUR AD OF THE WEEK 


You can make up this 3-col. ad, or smaller version of 
it, using ADservice mats. See coupon below. 





No. 12 of a Series 


Opportunity “Do-It-Yourself” 


Seldom has a sales opportunity grown with such 
rapidity and to such volume as do-it-yourself. 
Publicized by newspapers, magazines, radio, televi- 
sion and dozens of books, it continues to grow. 

Moreover, the retail lumber dealer is, or can be, 
the focal point for most of this business. You can 
sell all the basic requirements of the do-it-yourself 
customer—lumber, plywood, building materials of all 
kinds, hardware, paint, hand and power tools. 

Sales techniques, which are of minor importance 
when selling contractor trade, become vital to a suc- 
cessful do-it-yourself program. To name a few: 


1. Salesmen must be trained to willingly and intel- 
ligently answer the novice craftsmen’s questions 
about materials, tools, application methods. Your con- 
tractors know the answers, but this customer is 
hungry for advice. 


9 


Sell related merchandise. Training and effort 
on this point is the difference between making half a 
sale and selling the complete package. 


3. Point-of-purchase display. This do-it-yourself 


customer is an impulse buyer. He may never ask for 
a fancy sanding block, or wood rasp, or a plywood 
panel he doesn’t really need at the moment. But get 
them out where he can see, feel, try—and he’ll buy. 


1. Advertise to bring new customers in, old cus- 
tomers back. ADservice layouts, copy and mats will 
save you time and money, help you prepare better ads. 


This Free Book 

Gives You Ideas for 
Year ‘Round Ad Campaign 
A complete, ready-to-use adver- 
tising service layouts, head- 
lines, copy suggestions, valuable 
ideas—plus a selection of 254 
heading and product illustra 
tions. 


| (please print or type) 


AMERICAN LUMBERMAN 
139 No. Clark St., 
| Chicago 2, Illinois 


| Rush my free copy of the 48-page ADservice book. 


NAME 
| COMPANY 


| ADDRESS 








YOUR NAME -OR SIGNATURE CUT HERE 


do-it-yourself 
and SAVE! 


INSULATION 


(brand) 
WALLBOARD 


(brand) 
MASONRY 














YOUR NAME 


SUGGESTED COPY “A” 

Hundreds of our homeowner customers have discovered the 
smart way to make one doilar do the work of three! You 
too can do-it-yourself and make big savings on home 
repairs and improvements. We invite you to come in and 
talk it over with our do-it-yourself specialists. No job 
too small or too large . . . And if professional help is 
required, we'll be glad to recommend a reliable contractor. 
Come in today. 
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LEONARD'S exclusive power-turn operator is one 
of the features that will make the difference 


@ Easy to install. Simply in your sales of aluminum awning windows. The 
tighten four screws in 


power-turn operator works on the automobile jack 
ready-made buck holes. 


principle, assuring smooth, even distribution of 
@ Shipped complete. 


pressure during the opening and closing action. 
@ No lubrication needed. 
@ All hardware concealed. e 
Grit and dirt are kept out, 
yet all parts are readily Here is a quality product, moderately priced, sold 
accessible for proper 


direct to the dealer which means higher profits for you. 
maintenance. 


Builders will like the labor saving, cost-cutting 
@ Heavy gauge extruded 


aluminum frame. features of LEONARD Aluminum Awning Windows. 


WRITE: Dept. AM-6 
R. B. LEONARD, INC. 


3553 N.W. 50th Street L © onard ie 


Miami, Florida 


Be sure to ask for our new folders on LEONARD Glass Jalousies, America's finest . . . the 7 inch glass louver 


with the picture window effect... or the popular 4 inch glass louver. 
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CUSTOMER IS ANNOYED by salesmen who are too busy with personal chit- 


chat to provide prompt service 
Al Kaufman, Joseph Lumber Co 
customer.) 


(This picture was posed by Joe Mitkey, left, and 
Chicago. Mary Lee Moody 


is the disgusted 


Do You Kill Customers by Ignoring Them? 


Here are some guaranteed methods of turning lost 


porter in a store operated by an 


customers into sure sales. 


BUSY STORES like the North Holly- 
wood (Calif.) Lumber Co. use super- 
numbering system to make 


market 


sure everyone is waited on in turn 


Star-shaped numbered tays are made 


from yard stock 


42 


eastern dealer. 

He admitted he didn’t know. He 
had been in the store 20 minutes 
and no employe had said as much 
as a “hello.” (Of course he could 
have been suspected of being a 
manufacturers’ rep, but still no ex- 


“How do you get waited on 
here?” asked a well-dressed woman 
of an American Lumberman re- 


STORE HOURS gp 
SATURDAYS 
Biam.*2'2pm ~ 


be back ina few minutes... 


if YOU CANNOT WAIT UNTIL HE 
RETURNS, PLEASE PUSH THIS 
AND A MAN WILL 
£ TO HELP YOU 


Dt is not necessauy, 
Thank. You 


Thank Yor 


SIGNS LIKE THESE at the Frontier Lumber Co., Buffalo, N. Y., let the cus- 
tomer know that you are doing everything possible to wait on him promptly. 
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CUSTOMERS GET FASTER SERVICE at off-peak hours. 
This sign near the cash register at Frontier Lumber Co., 
Buffalo, tells customers that Saturday between 10 a.m. and 
service 


1 p.m. is the busiest and 
before or after these hours. 


better 


cuse,) 
either. 

“I want a step ladder and no one 
pays any attention to me,” com- 
plained the woman, who sounded 
irritated. Wouldn’t you? She had 
wandered into the warehouse in an 
effort to find somebody who would 
take the time and trouble to serve 
her. 

Our reporter directed her back 
into the store where he had seen a 
nice display of step ladders, neatly 
price-marked, and he followed her 
just to see what would happen. 


It wasn’t Saturday morning, 


Nothing Happened 


Nothing. She looked over the 
ladders and obviously wanted to 
buy. She again looked around for 
a salesman, but they were appar- 
ently busy and no one noticed her. 
After a minute the woman stalked 
out of the store at a pace which 
seemed to say: 

“You'll never 
again!” 

Do you blame her? Chalk up 
another lost sale and a lost custo- 
mer to employe inefficiency, which 
usually stems back to management. 
On busy days, someone should be 
assigned to watch your entrance 
door like a hawk. Acknowledge the 
presence of each customer when 
he comes in; find out whether he 


see me back here 


BUILDING PropucTs MERCHANDISER 


is guaranteed 


just wants to look around or 
whether he wants something spe- 
cific. Direct him to the proper de- 
partment and the proper salesman. 

If you’re busy, tell him, “You’re 
next” or “It won’t be but a minute.” 
Let the customer know that you’re 
aware he’s there, that you consider 
him important. 

To avoid confusion and to make 
sure every customer is waited on in 
order, many dealers have adopted 
a ticket number system. Each cus- 
tomer picks up a numbered ticket, 
as in a supermarket, guaranteeing 
service when his turn comes. 

Other dealers, as at the Frontier 
Lumber Co., Buffalo, N. Y., have 
erected signs designating the least- 
busy store hours. In addition, some 
dealers find it a good policy to sta- 
tion one employe near the front of 
the store to greet and direct incom- 
ing customers. 


Why Customers Walk Out 


Did you ever try to analyze your 
store traffic tu discover why custo- 
mers walk out without buying? 
One western retail association 
made a survey and found these 
were the reasons for customer mor- 
tality: 

1. One percent die 


2. Three percent move away. 


CUSTOMERS DESERVE ATTENTION as soon as they en- 
ter the store. They should be directed to the proper depart- 
ment for prompt service as Joe Mitkey is doing here. 


Five percent leave because 
they have a friend who 
started in the business. 
Nine percent buy from a com- 
petitor at a cheaper price. 
Fourteen percent leave be- 
cause of some grievance not 
properly handled on the part 
of the dealer. 

Sixty-eight percent are lost 
because of indifference on the 
part of the dealer. 


It’s impossible to satisfy every 
customer, but everyone agrees that 
it is a ruinous policy to neglect the 
customer. 

Joe Destefano, manager of the 
retail stores division of Joseph 
Lumber Co., Chicago, hit the nail 
on the head when he said: 

“We spend a lot of money for ad- 
vertising in order to get customers 
into our stores. Then, if we let 
them go out the door without buy- 
ing anything, we’ve not only lost 
a sale, but our advertising money 
is wasted.” 

Within three minutes after 
American Lumberman’s reporter 
entered one of Joseph’s stores, he 
was approached by two salesmen 
(who do not sell on commission)- 
a good indication that Joseph in- 
tends to turn its advertising dol- 
lars into sales dollars. 
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MORE THAN 200 PATTERNS are displayed on 16”x16” metal panels 


in the wallpaper department. 


Manager Lee Roberts, pointing to a 


sample, says yard has constant calls for rental equipment 


- - Can Boost Wallpaper Sales 


plate which attaches to the hose on 
the electric steamer (shown on 
floor). Charlie Ellis, left, and 
Charles Creeson, right, flank Lee 
Roberts, manager of the yard. The 
collapsible kit is shown on the floor. 


North Kansas City yard captures a large share of the 
do-it-yourself wallpapering market by renting equipment for the job. 


Renta! of equipment to _ do-it- 
yourself wallpaper hangers has 
paid off in sales of more wallpaper 
for the Dierks & Sons Lumber Co., 
North Kansas City, Mo. The yard 
has offered rental equipment as 
part of its paint and wallpaper de- 
partment for three years. 

“This wallpaper equipment rent- 
al service is a drawing card for the 
do-it-yourself trade,’ said Lee 
Roberts, manager of the yard since 
1929, “In nearly every case we sell 
them the wallpaper, too, but even 
if we didn’t, they see other items 
they need when they come for the 
equipment. It helps make new cus- 
tomers.” 

The rental equipment consists of 
a kit about six feet long and an 
electric steamer. The kit becomes 
a long wooden table when opened 
and set up. Inside is a cutting 
board, knife, seam roller, paste 
brush and small tools including a 
straightedge. 

The kit also holds the steam 
plate which is attached to a hose 
from the electric steamer and 
loosens old wallpaper when pressed 
against the wall. 

While discussing wallpaper with 
a customer, Charles Creeson and 


a4 


Charlie Ellis, salesmen in this de- 
partment, explain the use of the 
rental equipment if the customer 
is planning to do the work himself. 
Most of the yard’s customers have 
already heard about it through 
word-of-mouth advertising. 

“We charge $2 a day for the 
rental equipment if the paper is 
purchased from us; $3 a day if it 
is bought elsewhere,” points out 
Roberts. Two or three days is the 
average length of rentals. 


WALLPAPER CUSTOMERS study the pattern books. 


segregated from the rest of the store. 


Wallpaper is an important item 
in the yard’s overall sales. The de- 
partment was carefully planned in 
the store’s extensive remodeling 
earlier this year. 

Only 12 patterns were stocked 
15 years ago, but today more than 
200 patterns are displayed on 16”x 
16” metal panels which cover 85 
feet of wall space. Just off the 
main area is a small room for han- 
dling lot and ceiling paper with 
facilities for wrapping. 


This department is 
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There are no “ifs” or “ands” 
Griffin products. You can recommend them with | | 
confidence. The Griffin line of fine builders’ hardware has been 
known for over 50 years as a “quality” line. The finest steel, 
carefully rolled, finished by expert craftsmen makes Griffin 
a fast moving line—more sales—more profit for you. 
Sell with complete confidence. Sell the Best . . . Sell Griffin. 


e | poor i THREE 
(GRIFFIN olemercers, 


ERIE «© PENNSYLVANIA 
REPRESENTATIVES 


WILBUR H. DAVIS THE B. S. ALDER COMPANY R. F. BEVERS H. C. GLOVER 
1639 W. Fargo Avenue 45 Warren Street 4524 East 60th Street 2611 Garrison Bivd. 
Chicago 26, I\linois New York 7, N. Y. Seattie, Washington Baltimore 16, Maryland 
GEORGE A. GREGG c. tL. LEwWis L. G, PULLER ROY L. ROGERS 
17134-6 Wyoming Avenue 2450-——i7th St. P. O. Box 2113 1620 Garfield Street 
E. H. FARRAR Detroit 21, Michigan San Francisco 10, Calif. Jackson 5, Mississipp! Denver 6, Colorado 
Room 22 AUSTIN & EDDY INC. WALTER S. JOHNSON & SONS HARVEY D. RUSH & SONS W. C. MEIBAUM & CO 
2nd Unit Santa Fe Bidg 115 Broad Street 917 St. Charles Avenue 4638 Nichols Parkway 6954 Oleatha Avenue 
Dallas 2, Texas Boston, Massachusetts Atlanta, Georgie Kansas City, Missouri St. Lovis 9, Missouri 


— GRIFFIN PRODUCTS 
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“PRODUCT-OF-THE-WEEK” is shown a new customer by 
yardman Jim Hill, right. Special sales emphasis is placed 


on a new product each week 


marked. 


DO-IT-YOURSELF SPECIALIST Carl J. Hanson, center, is 
a Golden State salesman. Each piece of plywood is price- 


How a Do-It-Yourself Sales Program Works 


Saturday morning sales doubled after California dealer starts consistent advertising 
program and “product-of-the-week” promotion. 


Over-the-counter business has 
picked up rapidly for the Golden 
State Lumber Co., Santa Monica, 
Calif., since they initiated a care- 
fully-planned program last May 
for going after do-it-yourself busi- 
ness 

Three important factors have 
stimulated this business: 

1. A weekly advertising program 
directed to the homeowner and 
“how-to-do-it specialist.” A two- 
column ad eight inches deep is run 
in two local shopping-type news- 
papers. These ads have human-in- 
terest approach and feature do-it- 
yourself products like paint and 
wallpaper. The firm’s do-it-your- 
self specialist, Carl Hanson, is also 
featured occasionally. 

2. Trained personnel. Every ef- 


PUBLIC RELATIONS PROGRAM includes policy of giving 
small bundles of banded lumber odds-and-ends to young- 
sters. Manager Frederick H. Kranz, right 
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fort is made to see that the sales 
people are well acquainted with 
the products they have to sell. A 
weekly memo to the staff an- 
nounces the “product of the week.” 
Typical of these was the memo 
dated Oct. 26, 1953 which read: 

“This week we are featuring per- 
forated hardboard. Each salesman 
should show this product to every 
customer he has. Tell them of its 
many uses in closets, kitchens, 
bathrooms, workshops, garages, 
game rooms, etc. Here is the mod- 
ern way of hanging things. Give a 
demonstration.” The memos are 
signed by manager Frederick H. 
Kranz. 

Other memos are directed toward 
selling related items. 

“We are here to serve the cus- 


tomer,” read one of these memos. 
“The better we know our products, 
the better we will help our cus- 
tomers. When a can of paint, var- 
nish or stain is sold, the customer 
may need one or more of the fol- 
lowing items: sandpaper, paint re- 
mover, scraper, brush cleaner, 
brushes, rollers, roller pan, paint 
bucket; paint thinner, terpentine, 
linseed oii, wallpaper remover, 
patching plaster, putty, paint 
cleaner, brick and tile cleaner; 
steel wool, tinting colors and masi- 
ing tape.” 

Another memo read: “We urge 
all yard men, who have to bring 
customers from the yard to the 
cashier’s office in the store anyway 


(continued on page 50) 


TV STAR DON DEFOREST is an active do-it-yourself cus- 
tomer. Hardware specialist Harry Williams is the salesman. 
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HOW TO INCREASE 


REPLACEMENT SALES OF... 


Pennvernon Window Glass 


o help you get your share of 
DE caaaee glass sales during the 
Fall season when most homeowners 
are readying their homes for cold 
weather, Pittsburgh Plate Glass 
Company is offering to dealers the 
colorful counter card, streamer and 


Window Glass to replace broken 
windows and . . . also to equip their 
homes with storm doors and sash. 
Pennvernon is “window glass at its 
best.” Your customers like the clear 
vision it affords .. . 
color . 


its non-fading 


and its smooth, easily- 
cleaned surface. Effective, point-of- 


poster shown here! These are de- 
signed to remind customers in your sale counter cards like these may 


store of the need for Pennvernon often be all that’s needed to remind 





them to buy that pane of Penn- 
vernon to fix that cracked window 
in their home or garage. 

For more information on these 
and many other Pittsburgh mer- 
chandising aids for hardware stores 
and lumber and building supply 
outlets, just write to Pittsburgh Plate 
Glass Company, 632 Fort Duquesne 
Boulevard, Pittsburgh 22, Pa. 





Of these two display pieces, the large poster, featuring a moose on a windswept 
plain, measures 3444” x 4614” and makes an effective, eye-catching display for 
any store window. The smaller counter card with a fox in a snowy wood, is 
equally effective in a smaller display space, inside the store. Both of these carry 
a reminder to order storm doors and windows before winter sets in 





died “he 


} - Repla 


BROKEN WINDOW PANES ? Bia 


with 
aDonemEmnapena “ 


oo 








t : Perfect window attention-getter is this colorful 
ae ; : ; oO ar : streamer. Will remind passers-by that your store 
a : is “headquarters for Pennvernon.” 








Window Glass 


PAINTS 


PITTSBURGH 


IN CANADA: 


PLATE 
CANADIAN PITTSBURGH 


BuILpING Propucts MERCHANDISER 


GLASS - CHEMICALS - BRUSHES - PLASTICS - 


GLASS 


FIBER GLASS 


COMPAN Y 


INDUSTRIES LIMITED 
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There's no ceiling om 
with these Imnsulite 








« 
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Ask your Insulite Representative for samples .. . Write today for new Dealer Kit! See for your- 
self how new designs, new colors, new products 


then compare them with any other fiberboard tile and new flame-resistant finish combine to give 
on the market. You can see the difference. That's you a sparkling new a ape with expand- 
why Insulite'’s easier to sell! pod —_ a 
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seales opportunities 
Taleboard lines 








Most complete line of fiberboard 
acoustical and decorative tileboard on 
the market...now comes from Insulite! 


ACOUSTILITE 60 and 65* (Regular Pattern) 
Popular perforated acoustical tileboard. 
vith white, flame-resi: stant finish and painted 

In Y4" (60) and 34” (65) thickness, 12 x 12- 
jueres. Beveled butt edges. Easy to apply 
th adhesive or nails. 
ACOUSTILITE T&G — Low-cost, perforated 
istical tileboard with flanged tongue and groove 
joint. 5" thick, 12 x 12-inch squares, Easy to apply 
vith nails or staples. New flame resistant finish, 


Se 60 and 65* (Random Pat- 
tern)—Informal design, res ful to the eye. 
hite, flame-resistant finish and painted bevels. In 
) and 34” (65) thickness, 12 x 12-inch squares. 

itt edges. Apply with adhesive or nails. 


th heavy-duty flame-resistant finish for com- 
| and institutional application, 


FIBERLITE—Rich textured surface resem- 
ired stone. Beveled butt edges with 
”" and 34” thickness. 12” x 
"and 16” x 32” units. New 
ish can be repainted with 
il efficiency. Dollar for dollar, 
‘al buy on the market, 


LUSTERLITE Decorative Tileboards— 
Smooth new flame-resistant surface, Has 
flanged tongue and groove joint (illustration 
below) for easy fastening with nails or staples. 
Now available in white, ivory and new mist 
green (selected by color authority Faber Birren 
for greater appeal). 4" thick in square and 
rectangular shapes 12 x 12 12° x 24’, 16" x 
16”, 16” x 32”. Twenty-four and thirty. two inch 
sizes are availak Mer I lain or center scored, 
tan be easily repainted if desired. An ideal 


do-it-yourself item. 








ra - 

Zz 4 A; yy), 
r 4 «! 
44.4 hy 


Commercial, industrial, residential... 
new construction or remodeling... you 
can sell them ail with these Insulite 
sizes, finishes and colors! 





INSULITE 


Made of hardy Northern wood pray 


INSULITE DIVISION, Minnesota and Ontario Paper Company, Minneapolis 2, Minnesota 
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SALES PROGRAM 
(begins on page 46) 


to SHOW EVERY CUSTOMER the 
‘product of the week.’” 

3. Latest products, attractively 
displayed. For example, a dolly is 
used to bring plywood shorts out 
into the yard where they can be 
seen. Products are price-marked 
and salesmen are not only in- 
formed about their products, but 
friendly. 

The result of this program has 
been an increase in Saturday 
morning over-the-counter business 





from $500 to an average of $1,250. 
Sales of non-lumber items are up 
an average of $4,000. This increase 
is credited largely to the build-it- 
yourself promotion. 

“The interesting thing about 
these increases,” observes presi- 
dent Frank G. Kranz, “is that they 
came in the midst of a remodeling 
program started by my nephew 
(Frederick) as a means of build- 
ing the do-it-yourself portion of 
the business.” 

Golden State anticipates even 
better business as the result of the 
improved facilities. 





GOLDEN STATE LUMBER CO. 
DEMONSTRATE 


YOUR PROFITS 
WITH 


uick, 
The Marvelous, New, Serubbable 
DO. IT-YOURSELF 


Just dip in water and apply. No tools, 
no trimming, no pasting. 


Now 
Only e 13 Roll 


and up 
best green Douglas Fir as you : 


WEST COAST 
DOUGLAS FIR 


Why let unneeded sizes crowd 
your yard? Air-King ships the 





want it—specific lengths and 


widths to 24-ft. — fast. 


Let us demonstrate. 


AMATEUR CARPENTERS 


See our complete assortment 
of EASI-BILD Patterns ... 


Trace patterns on wood, saw 
and assemble. We feature 
more than 200 different BASI- 
BILD “do-it-yourself” patterns. 
Make Christmas decorations, 
toys, furniture, and dozens of 
useful items economically. 


CHROMATONE PAINTS 
For Xmas 
DECORATIONS 





12 OZ. PRESSURE $4 60 
PRAY CAN can 
In Clear Plastic, Gold, Silver 


0Z. JARS 
In Silver, Copper, 40S jar 


Brass, Gold 








“How-To-Do-It Specialist” 


Come In Any Day and See MR. CARL HANSON for Advice 
On How To Build a Sheif or a House, Saturday Mornings 
Only—See MR. TED SCHILL for Advice on Painting With 

SHERW IN- WILLIAMS PAINTS. 


DEPENDABLE QUALITY AND SERVICE 


GOLDEN STATE LUMBER CO. 


2436 Santa Monica Bvd. EX 5-3275 - TE 0-4608 
SANTA MONICA 











MANUFACTURING 
CORP. 











ADVERTISING IS AIMED toward do-it-yourself customers, who are 
advised to see salesman Carl Hanson for answers to their building 


Nts fetae Mm @) acts (eye! 
again eg problems. 
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dealers need” 





says sales manager of famous 
firm recently named Retailer- 
of-the-Year by the Brand 


Names Foundation 


“ . , mn 
American Lumberman ADservice mats are easy to use, 


, ' ¢ : 7 Ray F. Stryker, sales manager, Johnson Cashway 
writes Mr. Stryker, “because of the large variety of illus- Lumber Co., Omaha, uses ADservice mats to illus- 
trations in both large and small sizes, and the helpful trate the firm’s newspaper ads and direct mail 


: folders. 
copy and layout suggestions. 


“Your mats reproduce exceptionally sharp and clean. 
This service is both practical and economicel—just what 
dealers need.” 





Dealers in every one of the 48 States and Canada are 
using ADservice mats—saving time, money, and improv- 
ing the appearance and effectiveness of their ads. 





Tedey 
- 2 Years te Pay 
V . : 
le" 1 ren] 04 Veins to Yoer Property | “ET 5§ 2, | 


Red Coder, ¥ Groove Wall Paneling Look of These Low Prices! 
tally Solve” SO i 











FREE Send coupon be- 


low for your free copy of ADservice 
mat book showing 25 4 illustrations, eae 
plus valuable ideas, copy and layout CARLOAD of LADDERS 


ce < ome 
wow wT icoeee 


3 
suggestions. E ae 








AMERICAN LUMBERMAN 
139 No. Clark St., 
Chicago 2, Illinois 


Rush my free copy of the 48-page ADservice book. 
NAME 
COMPANY 


ADDRESS . 


CITY... i , ite Ae 
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Unusual Trademark Attracts Attention 

Does your lumberyard have a trademark? An at- 
tractive emblem, such as the one on the Central Lum- 
ber Company’s modern store front in Fairmont, 
Minn., identifies your yard uniquely. 

This emblem “belongs” to Central, but any enter- 
prising lumberman can design his own trademark to 
catch the eye of the passer-by. Once such an emblem 
has become identified with the yard, it can be used in 
advertising and on stationery with definite results. 

Designed by E. J. Nowicki, manager of the Fair- 
mont yard, the thought of a man with a square, always 
brings to mind the Central Lumber Co., to the towns- 
people. The cutout signs at both the front and side 
of the store are visible for some distance and can be 
seen from a car on the highway in spite of the usually 
heavy traffic. 


Fencing Display Attracts 
Farm and Suburban Buyers 

This display of picket fencing located at the en- 
trance to the yard at the North Park Lumber Co., 
Abilene, Tex., helps boost sales to both rural and 
suburban customers, says Merlin R. Clary, owner. The 
firm has financed many fencing projects through FHA 
Title I home improvement loans. The wooden plat- 
form keeps the fencing clean. 
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“Room of Ideas" Helps Dealer Sales 


When Jack Spelts, manager of the Spelts of Ne- 
braska Farm Store, Grand Island, Nebr., opened a 
new yard, he insisted that customers should have a 
place to browse for new ideas for their weekend home 
improvement projects. sehind the door labeled 
“Room Of Ideas” his customers find just that. 

On comfortable chairs, the home handyman can 
find suggested do-it-yourself projects and how to do 
them. Numerous plan books offer many ideas for 
planning a home. From a rack, the homeowner can 
select brochures or patterns for building anything 
from end tables to barbeque pits. 

Suggesting brands and special products which the 
company handles, is accomplished by manufacturer 
displays, which are arranged on the two 3’x7’ tables. 


Color Samples Decorate Display Room 


Decorating the display room was easy for Donald 
H. Schank, manager of Mead Lumber Co., Ashland, 
Nebr., when he painted the walls in the various color 
paints he handled. 

Primarily a sales aid, the 3’x4’ sample color areas 
served a dual purpose. Besides being a method of 
decorating the new display room, the color samples 
helped doubtful customers make a selection. 

When a homeownev wants a certain hue of blue, it 
is not necessary to determine whether it’s avalon 
blue or powder blue; instead the salesman shows the 
customer the painted panels for his selection. Labels 
on each area indicate the color name and number. 

Manager Schank says that this was one of the fac- 
tors that helped him increase his paint sales 30%, 
while reducing his inventory 25% after building the 
new display room. 
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FAMOUS DOORS 


Wisconsin 





* 
res 


YOU GET = 
WHAT YOU *—= = 
WANT IN SS 


MIXED CARS iat a 
® Philippine Mahogany 
® Terrific BIRCHINA 

Just as you fill your market basket with every- | # & White Guamba 


thing you want and only what you want, so does 


Willamette specialize in mixed car shipments 


WITH AN EXCLUSIVE 
tailor-made to your requirements. Versatility of 
HOLLOW CORE 


Laboratory 
Tested & Approved 


production and extensive rail loading facilities 


make this possible 


AND AN ADVANCED 
FOOD FOR THOUGHT SOLID CORE, TOO! 
THE NEXT TIME 
YOU ORDER LUMBER 


Producers of plywood, end 


matched flooring and siding, : 

large timbers and more than 500 | opr = 
other lumber items. thi Get the Facts! 4-8008 
WISCONSIN DOOR CO. 


10101 Lyndon Detroit 38, Mich. 


Wis. Door Co, 
Producers of HI-HEMLOCK 
FIR and CEDAR » » 
HI-HEMLOCK registered : ADDPESS __ 
U. S. Patent Office ; 
Member West Coast Lumbermen’s Association CITY, STATE 

WILLAMETTE NATIONAL LUMBER CO. YOUR NAME ____ 
PLANTS AT CORVALLIS AND FOSTER, OREGON 


WILLAMETTE VALLEY LUMBER CO. 
PLANT AT DALLAS, OREGON 


oo 
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ECK 
SPECIALTIES 


QUALITY at the RIGHT PRICE 
to BUILD BETTER — SELL BETTER 


TEETH 


WALL TIES—6" & 7" x %"" heavily galvanized 
steel — deeply conuaabell for extra strength 
Uniform size and gauge with proper size 
nail holes. 


SIDING CORNERS — 
All Types and Sizes 
Available. These cor- 
ners assure weather 
tight fittings, improve 
appearance, and 
speed construction. 


FOR LAPP OR sere 
\ SIDING in %"" - 
~ %'' and he 
thick 
Any length from 4” to 16” 
plated steel. 


aluminum or 


CEDAR SHINGLE OR 
INSULATED SHAKES 


in 12° and 14%" length 
with clip at base to keep 


metal against siding, alu- 
minum. 


ALUMINUM WITH 
BAKED-ON FINISH 
to match colored asbestos 
siding. 


JOIST 

HANGERS 
to join end of joist to 
— or Pret 
2''x6"" - 8” - 12" 
3 - 8” qt - 12" 
4 A ~ 8 - 10" - 12” 
6''x6 8" - 10°" - 12” 








DOOR GRILLES 


Protective, durable alu- 
minum door grilles 
completely anodized 
assuring long lasting 
brilllance complete 
range of styles and 
sizes 





EL 
ES 


THEY ARE PRICED 
RIGHT 


FOR a i THE many PRICE ASK 
YOUR FOR YECK METAL 
WUILDING | SPECIALTIES 


YECK MANUFACTURING COMPANY 


DUNDEE, MICHIGAN 
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FINANCIAL 


OWL counsetor 


By Ira S. Fields 
Fields and Fields, Certified Public Accountants, Chicago. 


A reader of this column recently 
asked us what a fair price would 
be for a lumber company to pay for 
a yard which is rented from the 
stockholders of the company. Since 
this question has been asked be- 
fore, we thought that our answer 
to this question was worthy of in- 
cluding in this column. 


Our answer appears below: 


A review of our files indicates 
that rentals for lumberyards range 
between .5% and 2.0% of net sales. 
The average rental for companies 
with annual sales volumes of over 
$750,000 is about 1.33%. 

We usually recommend a mini- 
mum rental to be paid regardless 
of sales volume, plus a percent- 
age of sales on volume in excess 
of a certain amount. As an exam- 
ple: 


Flat rental of —$12 
regardless of volume 


Plus—1'4% 
of $1,000,000. 


,000 per year 
of sales in excess 


The above is merely an example 
and is not all inclusive. The fol- 
lowing are pertinent factors to be 
aware of in setting rentals: 


1. When stockholders own land 
which is rented to their own 
corporation, the rent should be 
comparable to that rent which 
would be paid to third parties. 
This is a test that is applied 
by the Internal Revenue Serv- 
ice when determining the rea- 
sonableness of rent. 


All factors should be consid- 
ered when determining the 
amount of rent, so that the total 
taxes paid by the corporation 
and the individual stockholders 
will be at a practical minimum. 
In other words, it would be im- 
practical for a corporation in 
the 52% bracket to pay a very 
high rental to stockholders who 
are in the 65% bracket. The 
whole picture must be _ re- 
viewed in the light of: 


A. Corporate income. 
B. Officer-stockholder salaries. 


C. Other income of 
stockholders. 


officer- 





D. Cost of property, mortgage 
payments, interest, real es- 
tate tax and insurance on 
property rented to corpora- 
tion. 


We are presently conducting our 
second financial survey of lumber 
companies and will publish the re- 
sults in American Lumberman 
Magazine in a few months. One of 
our statistics included in this sur- 
vey will bring our information on 
rents up to date. 


With regard to the foregoing 
question, it is worthy of comment 
that when a corporation is consid- 
ering the purchase of property 
for the operation of a lumberyard, 
often it is desirable that the stock- 
holders purchase the property in- 
stead of the company. 


When the stockholders own the 
lumberyard as a partnership and 
rent it to the company, more flexi- 
bility can be achieved as to the 
over-all income tax picture. Rent 
provides an additional method of 
getting funds out of a corporation 
in addition to officers’ salaries 
without having it subject to double 
taxation as in the case of divi- 
dends. 


Are You Missing Something? 


We are sure that you can benefit 
greatly from the results obtained from 
American Lumberman's 1953 Financial 
Survey. The dependability of the re- 
sults of this survey varies in direct re- 
lationship with the number of com- 
panies participating. 


We hope that you have and if you 
haven't, it isn't too late. Whether your 
company is very small or very large, we 
would like to have your completed 
forms. Sometime this summer we will 
publish the results of this survey by the 
various volume groups. We guarantee 
you that your figures will be kept 
confidential. 


Survey forms are available from 
American Lumberman, 139 N. Clark St., 
Chicage 2, Ill. 
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May we deliver 


Do-It-Yourself customers 


to your door? 





Formica has launched a powerful advertising program to the home- 
craftsman in full color to reach the readers of 

Popular Mechanics 

Popular Science 

Mechanix Illustrated 

Home Maintenance & Improvement 

Home Modernizing 

Homecraft & Home Owner 

Household 

Good Housekeeping 


Inquiries are pouring in by the tens of thousands. Many of these 
potential customers are being directed by us right past your door 
to the other side of town or even into the next county. 
We'd like to send them to you. 
We have prepared a broadside which gives the complete story of 
selling Formica sheets over-the-counter. 
We'd like to send you one without obligation. 

: Just fill in the coupon. 


Ceauly Gonded The Formica Company 


ORMICA 4501 Spring Grove Ave., Cincinnati 32, Ohio 


Please send me without obligation a copy of 
your giant broadside giving details of selling 
ti BP Pays in Performance Formica at retail. 


Good Housekeeping 
a \ 


a ” [-] Check here it you wish a call from a Formica 
ee Distributor. 


Company Name . 





Address 
City 


Signature Title 
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AMONG THE DEALERS 





Oklahoma Lumbermen Discuss “Operation Big Switch” 


Seminar covers 


changes to peacetime selling, 
visits to Do-It-Yourself Show 
and a model farm. 


More than 100 owners and man- 
agers representing about 400 Ok- 
lahoma retai! yards last month at- 
tended “Operation Big Switch’— 
the Oklahoma Lumbermen’s Asso- 
ciation third annual seminar—at 
Oklahoma City. The two-day semi- 
nar, dealing with the problems of 
changing from a wartime to a 
peacetime economy was held in 
conjunction with Oklahoma City’s 
first Do-It-Yourself Show. 

The second day of the meeting 
was “Farm Buildings Day” and 
devoted to a visit to the Oklahoma 
A&M farm at Oklahoma City. More 
than 500 ranchers, farmers and 
their families joined the lumber- 
men to watch demonstrations and 
inspect the $75,000 worth of model 
farm and ranch buildings. 

Highlight of the day was the 
ground breaking for this year’s Ok- 
lahoma A&M farm-fitted building 

a grade A milking parlor. The 
Oklahoma Lumbermen’s Associa- 
tion and its suppliers furnished 
the materials for the building 
which was designed and will be 
erected by the college. 


Age of Shiftlessness 


At the opening session of the 
seminar, Walter Hinton, president, 
G. C. Wright Lumber Co., Altus, 
and past president of OLA, said: 

“For the past 14 years we've 
been in a non-competitive era in 
which the customer wasn’t impor- 
tant and we treated him as we 
pleased. Now things have changed 
and the customer is becoming more 
important. Buying is a habit, and 
we have to treat the customer right 
to get him into the habit of coming 
back. In the long run, prompt, 
courteous service is more impor- 
tant than price. People will pay a 
little more if they know they can 
be sure of good service. 


SECRETARY BILL MORGAN, right, of 
OLA, autographs a book for movie 
star, Jane Russell, while Steve Elling- 
son, Van Nuys, Calif., and movie ac- 
tress Connie James look on 


56 


MULTI-PURPOSE FARM WAGON being demonstrated at Oklahoma A&M Farm 
Buildings Day was designed by Penn State College and is built of exterior fir 


plywood. 





“Since World War II we've 
slipped into an era of shiftlessness 
and carelessness. When hiring new 
employes I’ve noticed that they’re 
more interested in benefits and re- 
tirement plans than getting ahead 
on the job. 

“To remedy this situation and key 
up our sales personnel, we hold reg- 
ular meetings every 30 days. Organ- 
izing your sales staff is 90% of the 
battle in getting more sales. At our 
sales meetings we hold critiques and 
discuss the customers’ questions 
and problems. 

“Cutting down on waste is im- 
portant too, we’ve taught our truck 
drivers not to drive over lumber in 
the yard. Showing the driver that 
a 12 foot 2x4 broken means a dollar 
lost impresses him more than just 
a lecture. We've also showed our 
truck drivers how important they 
are as representatives of the com- 
pany and in building customer good 
will. 

“We build employe morale and 
loyalty by encouraging them to save 
regularly toward some long-range 
goal, like a new house, remodeling 
or a new car. Improved morale is re- 
flected in an increased interest in 
their work. 


Dollar Volume Down 


Speaking on cost controls for lum- 
ber dealers, Oscar Davis, of Wolf & 
Co., certified public accountants, 
said that in a survey last year of 12 
Oklahoma retail yards, there was a 


general decline in dollar volume 
sales. Of these 12 yards, nine 
showed a drop in sales, while three 
showed increases. 

The highest profit was made by 
those yards that spent more on ad- 
vertising. The most prosperous 
yard appropriated 1.1% of its earn- 
ings for advertising. The average 
for all 12 yards was 0.55%. 

The survey also disclosed that 
eight yards showed an increase in 
the number of days accounts receiv- 
able were outstanding. 


More Explanation Needed 


Harry Canup, of the School of 
Commerce Business Extension 
Dept., Oklahoma A&M, told the sem- 
inar, “Advertising builds curiosity 
and makes an appeal to selfish mo- 
tives. You don’t actually buy things, 
but end results. Through advertis- 
ing you can help me want things I 
didn’t know I needed and probably 
I’ll buy them from you.” 

Speaking on personnel problems 
in the lumber yard, Everett Cotter, 
Oklahoma City attorney, explained 
that many misunderstandings be- 
tween management and the employe 
are caused by a lack of proper ex- 
planations. It leads to better labor 
relations, Cotter said, to explain to 
an employe why he’s told to do some- 
thing in a certain way. There is 
also a need to explain to the em- 
ploye what benefits he’s entitled to 
if the company provides any. 

I one case, Cotter explained, em- 
plo, were entitled to certain 
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Gate City helps cut your selling time...increase your sales 


Gate City, makers of America’s finest wood awning window, has launched the most 


forceful selling program in its forty year history! 


Large, full page advertisements are regularly appearing in selected national Builder and 
Architect magazines, and special advertisements in Small Homes Guide, House Beautiful, 


and House & Garden, are telling the Gate City story to the customers you want most. 


But that's not all — Gate City follows through with specially designed selling aids for you! 
Mailing stuffers, photograph folios, floor display samples, newspaper ad mats, complete 
Gate City Catalogues — in short, everything to help you increase your Gate City sales. 


And these valuable sales aids will help you move other building materials, too! 


These Gate City Sales Boosters are available now! 


e Newspaper Ad mats e Catalogue with complete specifications and details 


e Mailing Stuffers with space for your own imprint e Floor Display Samples e Foto Folio 


GATE CITY SASH & DOOR CO., Dept. AL-36 
P.O. Box 901, Fort Lauderdale, Fla. 


Gentlemen: Please send complete information on Gate 





AWNING WINDOWS 4 
i City Wood Awning Windows. 
Fema litt, fr Long Life 


| Name 


“Window Craftsmen for over 40 years” | Addsoes 
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rights but weren’t aware of it. Only 
when the employes went out on 
strike did the employer explain that 
some of the benefits they were strik- 
ing for were available. If the em- 
ployes had known this there would 
possibly have been no strike. 
Gordon J. Lawler, managing edi- 
tor, American Lumberman maga- 
zine gave a report summarizing 
some of the nation’s outstanding 
merchandising and management 
ideas and the need for improving 
customer-dealer relations. 


A PORTION of the group that attended 
OLA's third annual seminar at the 
Oklahoma Club in Oklahoma City. 


Following the first day’s meeting, 
the dealers attended the opening of 
Oklahoma City’s first Do-It-Your- 
self Show. More than 50,000 people 
visited the show during Do-It-Your- 
self week. 

Besides the Oklahoma Lumber- 
men’s Association information 
booth, the following dealers had 
booths at the show: E. 8S. Billington 
Lumber Co., Brown-McClure Lum- 
ber Co., Carey Lumber Co., Saston 
Lumber Co., Chaffin Bros. Lumber 
Co., L. B. Clayton Lumber Co., Kil- 
patrick Lumber Co., H. E. Leon- 
hardt Lumber Co., The Long-Bell 
Lumber Co., The Lumber Shed, 
Mason Lumber Co., May Avenue 
Lumber Co. and Modern Materials 
Co. 


‘Hawk’ Huey Dies 
In Phoenix 


Newell Hawkins Huey, 69, died 
in Phoenix, Ariz., recently after he 
failed to rally from an operation. 
Huey was well-known wholesale 
lumber dealer in Phoenix since 
1927 and had operated on both a 
statewide and national basis. 

Mr. Huey, born in Arkansas 
City, Kan., in April, 1885, was a 
graduate of Fairmont College, 
Wichita. In 1906 he entered the 
wholesale lumber business in Chi- 
cago as a representative for the 
Eccles Lumber Co., Ogden, Utah, 
and later entered the construction 
business in Kansas City, Mo. 

He came to Phoenix in 1927 and 
established Hawk Huey Forest 
Products, a wholesale lumber com- 
pany, and played an important part 
in the building industry of the 
state. 
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William P. Wheeler, of the W. P. 
Wheeler & Son Lumber Yard, Newton, 
Ill., recently celebrated his 70th year 
in the community’s business life. In 
1884, Wheeler established a planing 
mill in Newton that later was to pro- 
duce about everything that went into 
the making of a new home with the 
exception of framing and metal prod- 
ucts. In 1939, the firm’s new office, 
display room and warehouse was fea- 
tured in American Lumberman mag- 
azine. 


John H. Martin, president, United 
Lumber Yards, Modesto, Calif., re- 
cently participated in the Young Pres- 
ident’s Organizational “School for 
Presidents” at Boca Raton, Fla. YPO 
is composed of men who have become 
presidents of substantial organizations 
by the time they have reached the age 
of 39. Martin is vice chairman of the 
Northern California chapter of the or- 
ganization. 


Business expansion plans of the 
Community Lumber Co., Grandville, 
Mich., this spring will include moving 
buildings to a new location. Timbers 
of Oregon fir, 50’ long and 14” square 
have been secured for use in the mov- 
ing project. 


Allen Seiffert, president of the H. O. 
Seiffert Lumber Co., Davenport, Iowa, 
has been named as one of the three 
members of the board of the American 
Philatelic Society, oldest and largest 
international group of stamp collec- 
tors. Seiffert has been collecting 
stamps for 32 years. 


Henry Bradley, treasurer of the 
Merrick Lumber Co., Holyoke, Mass., 
was honored recently for 50 years’ ser- 
vice with the company. Bradley, a 
native of Ludlow, Vt., came to Holyoke 
and the Merrick Co. in 1904 at the 
age of 18. He became treasurer in 1952 
after Frank B. Merrick resigned. 
“Times have really changed,” Bradley 
said, “stock mills have passed from 
the picture and less and less stairways 
are being used with the trend toward 
one-story homes.” 


Frederick J. DeMuth has been named 
manager of Whipple’s Lumber Yard, 
Elmira, N. Y. DeMuth succeeds A. 
William Cornell who has moved to 
Middlebush, N. J., to manage The 
Building Center. DeMuth joined Whip- 
ple’s in 1949 as yard foreman and be- 
came a salesman in 1952. 


Frederick E. Moore, who was hon- 
ored recently when the new Williams- 
town (Mass.) history was dedicated to 
him and Brainer Mears, has played a 
constructive role in the town’s devel- 
opment. The retired lumber company 
operator sold an estimated million 
board feet of lumber each of the 60 
years he was in business—enough to 
build 100 houses a year. 


Fred Wilbur, former manager of the 
Maryville (Mo.) Lumber Co., has been 
named the new manager of the Salina 
(Kan.) Lumber Co. He _ succeeds 
Charles Adams who has accepted a po- 
sition with the Larson Lumber Co., 
Salinas. 


Ernest T. Hobza has been named 
manager of the new North Platte, 
Neb., branch of the Omaha Lumber 
Co., which also operates another 
branch at Sioux City, Iowa. Hobza 
will be assisted by F. Wayne Smith, 
who formerly was with the company’s 
Omaha office. 


Donald Lee Olson has been named 
manager of the Lloyd Lumber Co., 
Tioga, N. D. He succeeds Dick Lloyd 
who has moved to Minot, N. D., to 
start his own construction company. 


A burglar has promised Abraham 
Bass, of the Bass Lumber Co., Phila- 
delphia, that he won’t give him any 
more trouble. The thief has looted the 
company four times. After the last 
theft of more than $300 cash and pay 
envelopes containing an unestimated 
amount, he left a note saying: “I won’t 
rob you no more.” 


Les W. Currier, of the Currier Lum- 
ber Co., Beatrice, Neb., recently pur- 
chased the buildings and stock of the 
Searle & Chapin Lumber Co., Beatrice. 

Veteran midwest lumber yard man- 
ager, Guy Endresen, Vermillion, S. D., 
has retired after serving 45 years as 
manager of the Fullerton Lumber Co. 
The new manager of the yard will be 
Norman Herren, who has been in the 
lumber business since his discharge 
from the Navy in 1949. For the past 
year he has managed a yard at Fre- 
mont, Neb. 





Hoosiers Like Evening 
Mr. and Mrs. Fix-it Course 


Certificates of perfect attend- 
ance were presented 231 members 
of the Mr. and Mrs. Fix-it course at 
indianapolis recently. The course, 
sponsored by District six, Indiana 
Lumber and Builder’s Association, 
met in four Indianapolis high 
schools. 

The classes met one night a 
week for eight weeks. Total class- 
room time was 16 hours, and criti- 
cism sheets filled out by the stu- 
dents at the end of the course in- 
dicated it was time well spent. 

In response for more of this type 
class, the Association is planning 
more in the future. 


ROBERT N. KELLY, right, of M and 
M Woodworking Co., newly elected 
president of the Fir Door Institute, 
discusses promotion plans with the in- 
stitute’s managing director, James F. 
Fowler, at a recent meeting in Ta- 
coma. 
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YOU CAN'T OFFER FINER 
ALUMINUM WINDOWS 
THAN THE... 
CECO-STERLING LINE 


WIDE SELECTION—ONE-SOURCE SERVICE CUTS 
SHIPPING—BUYING—BOOKKEEPING COSTS 


Don't you find it really satisfying when you can say to a customer, 
the finest product of its kind . . . the manufacturer 


guarantees it and so do I!" 


That's the Ceco-Sterling line of Aluminum Windows... there’s 
nothing finer in the field. They're precision engineered for 
perfect fit. And since we make our own extrusions, quality is 


guarded all the way from raw metal to finished product. 


Ceco also offers the broadest line of Steel Windows, Storm Win- 
dows and Screens. So get behind the broad Ceco Window line 


-.. get ahead in profits. Send for literature today. (cece) 


CECO STEEL PRODUCTS CORPORATION 
Offices, warehouses and fabricating plants in princi- 
pal cities « General Offices: 5601 W. 26th Street, 
Chicago 50, Illinois 


Mn construction products / 
C8CO EMGINEERING 
/ mates the big dNerence 


——_—____——_ 




















Aluminum Resi- 
dence Casements 


—Side-hinged con- 
trolled ventilation— 
slender frames mean up 
to 30% more light—easy 
to wash from inside— 
screens installed on in- 
side—hardware includ- 
ed—for homes and 
apartments, 











Aluminum Pro- 
jected Windows 
Complete range of 
Standard sizes—sim- 
plicity of design, Suit- 
able tor schools, hospi- 
tals, public buildings, 
churches and other in- 
stitutional and mony 

mental buildings. 


Aluminum Resi- 
dential Windows 


Series 50B, Double 
Hung—wide variety 
‘ypes and sizes, Use 
standard glass lights— 
can be incorporated in 
4’ modular planning. 
Designed for homes 
and apartments, 


Aluminum 

3-in-1 
Windows « Prime 
Storm « Screen 
Self-storing screens 
and storm windows 
take the work out of sea- 
sonal changing, Prime 
window is shipped with 
out glass—Storm and 
Screen unit is glazed 





Screens 


are available forall Ceco 


Aluminum Window 


Storm Windows 
are available for all ¢ 
Aluminum Re J 
Windows 


Ceco also offers a com- 
plete line of Awning 
Windows, Jalousie 
Windows and Jalousie 
Doors. 





ALCOA 
MEANS 
BUSINESS! 


Overnight deliveries to practically any 
section of the country are accom- 
plished by Alcoa’s network of distrib- 
utors. This means that, as an Alcoa 
Dealer, you need stock only the fast- 
est moving items, “Backroom stocks” 
never build up—yet, you can offer 
your customers a complete line of 
roofing materials . . . sheet, flashing, 
nails, roll valley, ridge roll—and all 
from one source, 


MAIL THIS COUPON TODAY! 


ALUMINUM COMPANY OF AMERICA 
2117-F Alcoa Building 
Pittsburgh 19, Pa. 


Please send me information on the Alcoa 


line of Farm Roofing and Accessories. 
Name 
Company 


Address 





ALUMINU AA 


ALUMINUM COMPANY OF AMERICA 
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Dealers everywhere have found 
that the surest way to cash in on 
the increasing demand for alumi- 
num roofing is to nail up the 
Alcoa sign. 

This sign puts you in partner- 
ship with the leader in alumi- 
num. It enables you to offer an 
improved aluminum roofing 
sheet with greatly increased cor- 
rosion resistance and holding 
power. It means you can offer a 
complete line of aluminum roof- 





ALCOA SALES HELPS include 
application folders, self-mailers, 
envelope stuffers, point-of-sale dis- 
plays and yard signs. For complete 
dealer information, send the cou- 
pon, or write: ALUMINUM CoM- 
| PANY OF AMERICA, 2117-F Alcoa 


Building, Pittsburgh 19, Pa. 





June 


| 


Jat! 


|| More roofing profits 
when you nail up this sign 


ing and accessories including the 
new 48” wide sheet. It means you 
are backed by a full schedule of 
national magazine advertising, 
nationwide TV and a wide array 
of sales aids to bring prospects 
to your store. 

It pays.to do business with 
the leader. To find out how you 
can become a dealer for Alcoa’ 
Aluminum Roofing, send the 
coupon today. 


ALCOA NATIONAL ADVERTIS- 
ING in magazines and on TV pre- 
sells your customers, brings you 
valuable sales leads. One Alcoa 
Dealer told us recently that he had 
turned every sales lead received 
into a sale. You, too, will find that 
Alcoa means business—for you! 
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AUDITORIUM ON WHEELS, in which 
263 meetings will be held for 25,000 
retailers during the next eight months, 
consists of two trailers which can be 
expanded and joined to form an audi- 
torium. The trailers are part of a 
Merchandising Motorcade sponsored 
by the Armstrong Cork Co. 


Unite Two Semi-Trailers 
To Present Selling Ideas 


Using two expandable trailers 
—the largest and tallest permitted 
on U. S. highways—the Armstrong 
Cork Company’s “Merchandising 
Motorecade” left Baltimore re- 
cently. 

Objective of the motorcade is to 
present the latest resilient floor 
and wall merchandising ideas di- 
rectly to some 25,000 dealers sell- 
ing floor coverings. As part of 
Armstrong’s 1954 merchandising 
program aimed at helping the re- 
tailer capitalize on his expanding 
selling potential, the motorcade 
features an ‘“‘auditorium on 
wheels.” 

When a meeting site is reached, 
the trailers are lined up parallel 
with each other. Sides of each 
trailer open up to form an expand- 
ed ceiling and floor area. A crank 
is used to extend the floor area, 
which moves out somewhat like 
drawers. 

The air-conditioned “audito- 
rium” has a floor area of 1,000 
square feet and will seat 100 per- 
sons. It is equipped with a stage, 
two speakers’ stands, a projection 
booth, three motion picture 
screens and elaborate displays. 
Retailers will find plenty of ideas 
on how to attract customers to 
their stores. “ 

“This is not a show to sell Arm- 
strong’s products,” says L. E. Fos- 
ter, Director of Armstrong’s 
bureau of merchandising. “It is 
entirely a merchandising story 
about today’s opportunities to sell 
resilient flooring and walls. The 
emphasis is on practical ideas that 
retailers can use to multiply their 
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selling effectiveness.” 

The motorcade will visit 46 
states and the District of Colum- 
bia during its 144-city tour and 
it is planned to hold 263 three- 
hour meetings. 


Begin Work on New 
U.S. Plywood Warehouse 


Ground was broken recently in 
Medford, Mass., for the erection of 
a 60,000 square foot warehouse and 
executive offices for the U. 8S. Ply- 
wood Corp. The building, which is 
expected to be completed by late 
summer, will incorporate some of 
the most modern devices for ma- 
terials handling. 

Designed primarily to service 
dealers, the warehouse will carry 
the most complete line of plywood 
and allied products available in 
New England. U. S. Plywood will 
stock exotic, imported woods in 
both decorative and construction 
grades and feature more than 2,000 
items and more than 100 different 
products. 

To demonstrate the modern ap- 
pointments available through the 
use of plywood and allied products, 
the offices, vestibules and lobby 
will be paneled with various types 
of plywoods and wall coverings. 


Kwikset Factory Grows 


Kwikset Locks, Inc., is marking 
a new expansion program at the 
Lockset Manufacturing Co. main 
plant at Anaheim, Calif., with the 
opening of a new 35,000 square 
foot building. This permits Kwik- 
set to enlarge its facilities for the 
manufacture of its “400” iine and 
its new “600” line of residential 
and commercial locksets and to 
further diversify its products. 

The company has added new die 
casting machines and extensive 
automatic polishing, plating and 
lacquering equipment for Kwik- 
set’s builders hardware items and 
also for its new automotive di- 
vigion. 


Clark Forms Subsidiary 
To Handle Truck Leases 


Clark Equipment Co., Buchanan, 
Mich, manufacturer of materials 
handling trucks, recently § an- 
nounced the formation of a new 
subsidiary, Clark Leasing Corp., to 
finance leasing of its equipment on 
a national basis. 

Establishment of the subsidiary 
follows a six-month test program 
during which Clark offered a low- 
cost equipment leasing plan under 
a bank-financed arrangement. 

“The test program has been so 
successful that it has become 
necessary to readjust our think- 
ing,” W. E. Schirmer, Clark vice- 
president said. “More than $2 mil- 
lion worth of industrial trucks 
were leased during the six-month 
test period. We have had excellent 
results in spite of making a !im- 
ited effort to promote and mer- 
chandise the leasing plan.” 

Under the Clark lease plan, 
equipment is leased for a three or 
five-year period. The effective 
simple interest rate paid by the 
customer for the leasing privilege 
is 3.79% of the equipment cost. 
Clark Leasing Corp. will be the 
owner and lessor of the equipment, 
and will provide necessary finan- 
cing. Franchised dealers will work 
with the customer-lessee to set up 
all necessary details. 

Lease payments are due month- 
ly. The customer is responsible for 
maintenance, insurance and any 
other costs resulting from the 
operation of the equipment. In- 
cluded in the lease is an option for 
the customer to extend the lease 
on the equipment indefinitely at 
low cost. In addition, if the cus- 
tomer desires, a provision can be 
added to the lease agreement for 
the sale of the equipment to the 
lessee at the end of the rental term. 

The lease program is not in- 
tended to promote the leasing of 
equipment in preference to out- 
right purchase. 


Black & Decker Opens 36th 
Sales and Service Branch 


To provide complete sales and 
service facilities for customers in 
Alabama and central Tennessee, 
the Black & Decker Mfg. Co. has 
erected a new branch office at 1717 
Third Ave., S., Birmingham, Ala. 
This brings the total number of 
factory sales and service branches 
of Black & Decker to 36. 

The one-story brick building 
has an area of 2,800 square feet 
and an ample parking area. The 
sales room and office is at the front 
of the building with a complete 
service and parts department in 
the rear. J. W. Rimmer has been 
named service manager of the new 
branch. 

(continued on page 64) 
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Now in Continuous, Dependable Supply... 


AND AT NO EXTRA COST 


GP LIFETIME SHEATHING 


Guaranteed for the life of the house 


And For Distinctive Interiors It's G-P Ripplevcod 

It’s exciting! It’s beautiful! It sells on sight to prospects 
of every kind. G-P Ripplewood textured plywood brings 
the beauty and charm of genuine wood paneling to any 
room in the house at a real money-saving price. See it soon! 
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because GP-77, a new formula 
phenol-formaldehyde glue, has been 
developed with far greater strength. 
It has been tested and proven to 
have greater water, weather and 
mold resistance thus assuring a 
stronger, more durable sheathing. 


| 


because || G-P Lifetime Sheath- 
ing is produced by hot plate press- 
ing, resulting in a dryer, lighter, 
flatter, stronger panel of greater 
dimensional stability able to with- 


stand weather changes without 
effect. 


because edge sealing of G-P Life- 
time Sheathing gives added protec- 
tion at critical point .. . completely 
encloses vulnerable edges of glue 
line from outside elements. All pan- 
els are color-marked for easy identi- 
fication of type and marked for 
thickness. 


because 4’ x 9 panels of G-P 
Lifetime Sheathing are available in 
all thicknesses, packaged and steel 


strapped for economy and ease of 
handling. 


because (_P Lifetime Sheathing cuts costs many ways: the large panels 
go up faster, saving time and labor; are cheapest “in place’; there’s less 
waste; they require fewer nails. Best of all, plywood is the strongest, most 
rigid sheathing obtainable—frequently eliminating the need for corner 
bracing and reducing framing requirements. And with dependable G-P 
Lifetime Sheathing, available the year around, it’s guaranteed for the 
life of the house. ‘gt Shak one ce 


Give your customers the best! Stock G-P Lifetime Plywood Sheathing. 


For further information see your G-P plywood supplier or write: 
v 
“ @P) &- GEORGIA — PACIFIC e.vwoov company 


Dept. AL-6, 270 Park Avenue, New York 17, N. Y. 
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Skil Tool Attacks 
Unfair Trade Practices 

Skil Corp., Chicago, manufac- 
turer of portable power tools, is 
up in arms against discount houses 
and “auctioneers” who sell Skil 
tools for less than published list 
prices. 

James L. McManus, general 
counsel of the firm, said that Skil 
already has obtained a temporary 
injunction restraining one dis- 
count house from slashing prices 
and that it settled a second injunc- 
tion suit by agreement. 

Skil obtained a temporary in- 
junction during May in the United 
States District Court at Hartford, 
Conn., restraining the Consumer 
Sales Co. of that city from cutting 
prices on Skil tools. Proceedings 
were instituted under the Con- 
necticut Fair Trade Act. 

Similar action was brought in 
the Common Pleas Court of Mus- 
kingum County, Ohio, against the 
Hall of Distributors, Inc., Detroit, 
after Skil representatives allegedly 
found Skil tools, advertised as new, 
being auctioned from the tailgate 
of a truck in Ohio. This suit was 
settled by agreement of the parties 
concerned, 

McManus added that warnings 
have been sent to other discount 
firms and said that all known hard- 
ware dealers have been circular- 
ized in states where fair trade acts 
are applicable. 

The Skil dealer circular points 
out that the company has entered 
into contracts with dealers in each 
state having fair trade acts. Under 
the contracts, it is unlawful to sell 
Skil tools and accessories for less 
than the prices shown on the cur- 
rent retail price list. Trade-in al- 
lowances, concessions or special 
combination offers, other than spe- 
cifically authorized from time to 
time constitute a violation of con- 
tract and also an act of unfair 
competition. 


Weather-Seal Plans 
Large Sales Expansion 


A far-reaching sales expansion 
program which will virtually dou- 
ble its potential market is being 


launched by Weather-Seal, Inc., 
Barberton, Ohio. Details of the 
program — most ambitious in the 
firm’s history—were revealed by H. 
A. Etling, board chairman. 

Weather-Seal is one of the 
oldest and largest manufacturer- 
distributors of redwood and alumi- 
num combination windows. Recent- 
ly, the firm introduced its newest 
product—a jalousie unit designed 
as a breezeway enclosure or a com- 
bination storm or screen door. 

At present the company is rep- 
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resented in 100 cities throughout 
14 states. The new program calls 
for extension of sales operations 
into 11 new states, and the addition 
of outlets in the states now covered 
and introduction of new products 
in the heme improvements line. 
The expansion program will be 
handled on a dealer franchise 
basis. 


Jamb Liners Adjust 
Window Sash Width 


By using jamb liners, Malta 
wood window units and frames 
produced by the Malta Mfg. Co., 
can be adjusted to fit various wall 
thicknesses. These easy-to-remov2 
liners meet all requirements of 
contractors and builders. 

This adjustment is made possi- 
ble by removing the jamb liners. 


Removal of one liner reduces the 
thickness of the jamb from its 
original 514” to 4%”. Removal of 
the second liner reduces the jamb 
width to 4%”. This feature per- 
mits these window units to be used 
in masonry, brick or frame walls 
ranging in thickness from 414” to 
51”. For walls more than 5%,” 
thick, wider liners can be obtained 
on special order. 


Quarter-Century Club 
Enrolls Rautenberg 

A veteran sales executive of 
Celotex Corp., Ernest C. Rauten- 
berg, was honored recently when 
he was enrolled in the firm’s 25- 
Year Club at a special luncheon 
meeting in Chicago. 

Rautenberg, assistant general 
sales manager responsible for 
sales in the western half of the 
country, was formally admitted to 
the club by Henry C. Collins, exec- 
utive vice-president of Celotex. 
Collins presented Rautenberg with 
a gold 25-year pin and a gift from 
the company. 

Rautenberg joined Celotex as 
Indiana territory salesmen in 1929 
and became assistant manager of 
the Chicago branch in 1937. He 
was named to his present position 
in 1939 and makes his headquar- 
ters in Chicago. 


Form Steel Door Institute 
To Establish Standards 


Formation of a Steel Door Insti- 
tute to establish standards within 
the industry and to disseminate in- 
formation concerning steel doors 
was announced in Chicago last 
month. The Institute’s newly elect- 
ed chairman is A. L. Munsell, man- 
ager of sales, Dealer Commodity 
Products, Truscon Steel Div., Re- 
public Steel. 

Activities of the Institute will 
be devoted primarily to doors and 
frames made from formed steel, in- 
cluding swing doors, swing door 
frames and sliding doors with or 
without frames. 

Other officers elected include: 
D. W. Dawson, American Welding 
& Manufacturing Co., vice-chair- 
man, and Nat L. Lehman, Steel- 
craft Manufacturing Co., treas- 
urer. 


Biggest JASCO Campaign 


Jasco Aluminum Products Corp., 
New Hyde Park, L. I., manufactur- 
er of combination doors and win- 
dows, has launched the biggest 
national campaign in its history. 

More than 75,000 readers will 
see half-page ads in Life, Saturday 
Evening Post, Better Homes and 
Gardens, American Home and 
Good Housekeeping this month. 
Newspapers will spearhead the 
local program in key marketing 
areas. Outdoor billboards, radio 
and TV spots will also be used. 
Heaviest concentration will be in 
the areas where Jasco has estab- 
lished franchised manufacturers. 


WANTED: Stories About 
Lumberman Bob Carrier 


Professor James W. Silver of the 
University of Mississippi is writ- 
ing a biography of Robert M. Car- 
rier and is interested in getting in- 
formation about his career in the 
lumber business from 1900 to 1928. 
Some of the older lumbermen will 
recall Bob Carrier as running an 
extensive lumber operation in Sar- 
dis, Miss., and as a leader in vari- 
ous lumber associations. 

Carrier was active in the Hard- 
wood Manufacturers Association 
of the United States, the National 
Lumber Manufacturers Associa- 
tion, the Wholesale Lumber Deal- 
ers’ Association, the Gum As- 
sociation, the Southern Cypress 
Association and the American 
Hardwood Manufacturers Associa- 
tion. 

Any information, particularly 
anecdotes, will be appreciated. 
Write Professor Silver, Box 404, 
University, Miss. 


(continued on page 66) 
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Buyers’ Preference for Appalachian Hardwoods 


is based en their excellent netural qualities—soft texture, easy workability, and beautiful graining. 


Each of the leading firms listed here is prepared to supply you with the finest quality, precisien 


manufactured Appalachian Hardwoods. Consult them on your next hardwood requirements. 


*Bemis Hardwood Lbr. Co... .Robbinsville, N. C. 


Hemlock, Hardwoods, Flooring, Dimension 


The M. B. Farrin Lbr. Co Cincinnati, Ohio 


Kiln Dried and Air Dried ete _— 
“Century” Oak eh Maple 


*M. E. Crisp Lbr. Co Welch, W. Va. 


West Virginia and Kentucky lachian Hardwoods, Oak. 
Poplar, Beech, Hepie. Ash, Bekory poetnes and other 
hardwoods. es. 


*Cherry River Boom & Lbr. Co., Richwood, W. Va 


Appalachian Hardwoods, Flooring, Planing Mill Products, 
Glued Dimension. 


*Mowbray & Robinson Lbr. Co., Cincinnati, Ohio 
West Irvine, Ky. 


Mills at Combs, Ky. and 
Complete tine af Kppaiachien Hardwoods. Ma ple 
and Oak Flooring 


*). P. Hamer Lbr. Co Kenova, W. Va. 
anufacturers 


M 
Appalachian Hardwood Lumber 


*The Mower Lbr. Co Charlesten, W. Va. 


West Virginia Hardweeds, Flooring and Glued-up Dimension. 
Dry ‘Kiln and Planing Mill facilities. Mills: oe. ‘Wanen, Dailey, 
Durbin, Coleord and Pettus, W. 


*Wood-Mosaic Co., Inc Louisville, Ky. 


“Parkay” Ready-Finished Hardwood Flooring, Lumber, 
eveers, Dimension 


*McCracken & McCall, Inc Lexington, Ky. 


Appalachian Hardweeds POPLAR BEVEL SIDING 
Band Saw and Planing Mill at Flat Lick, Ky. 


Always Specify 
Appalachian Hardwoods 


% Member Appalachian Hardwood Manufacturers, Inc. 
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Aluminum Gaining Favor 


for Builders Hardware 

The use of aluminum in builders’ 
hardware has increased so rapidly 
since World War II that the metal 
may take over the number one spot 
in the field within the next few 
years according to the Journal of 
Commerce. 

The newspaper gives this as the 
opinion of many executives in the 
hardware industry, a number of 
them officers of long established 
companies who have switched their 
production lines over to aluminum 
in the past ten years. For many of 
the firms, it was the first such sharp 
changeover in 50 or more years of 
their existence. 

From a relatively insignificant 
factor in the industry before World 
War II, aluminum is now rated sec- 
ond only to brass in residential ap- 
plications and second to bronze in 
commercial use. Industry sources 
report that the gap between alumi- 
num and the leaders in both fields 
is narrowing rapidly. 

Consumer acceptance of the metal 
in items made by producers in the 
field such as lock sets, escutcheons, 
screen and storm door latch seta, 
window locks, casement window 
roto operators, sash lifts and cabi- 
net handles has now grown to the 
point where most industry sources 
say that it is only a matter of time 
before the metal becomes the leader 
in both residential and commercial 
applications. 

Other aluminum builders’ hard- 
ware items in growing use include 
push and pull bars, door closers, 
door stops, push and kick plates, 
butt hinges, numerals, letters, towel 
dispensers, mail boxes and slots, 
shelf brackets, clothing hooks, hand- 
rail brackets and thresholds. Some 
firms have switched over their 
whole lines, several hundred differ- 
ent items in many cases, to alumi- 
num. 


Mervis Named Manager 
of S&W Moulding 

Hal Mervis, former sales man- 
ager of S & W Moulding Co., Co- 
lumbus, Ohio, has been promoted 
to general manager, according to 


Frederick B. 
president. 

A native of Columbus, Mervis 
joined the firm in 1947 as a special 
representative and became sales 
manager in 1948. Previously he 
was associated with Montgomery 
Ward’s buying offices in Chicago. 

As general manager, Mervis is 
charged with administration of all 
sales, office and production person- 
nel and property and equipment. 
In addition, he will continue to 
direct the firm’s national 
program and advertising. 
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Hill, Jr., company 


sales 


LARGEST PLANT in the world devoted exclusively to the manufacture of glass 
fiber reinforced building panels was opened recently by Plexolite Corporation 


of California, El Segundo, Calif. 





Weather-Wise Changes 
Distribution Policy 


A new marketing policy an- 
nounced by Weather-Wise Win- 
dows, Inc., Youngstown, Ohio, to 
channel all sales of its Universal 
aluminum combination doors only 
through established lumber and 
building supply wholesalers is of 
significance to distributors. 

Since January, 1954 all orders or 
inquiries received from retail deal- 
ers have been referred to whole- 
salers. Weather-Wise representa- 
tives are now establishing more 
working agreements with whole- 
salers under the new policy which 
is believed to be the first agree- 
ment of this type ever made 
between wholesalers and an alumi- 
num combination door manufac- 
turer. 

{n announcing the decision, A. B. 
Gross, Weather-Wise general man- 
ager, revealed an understanding on 
his part that long-established 
precedent is being changed. 

“We are aware that the unortho- 
dox beginnings and mushroom 
growth of the combination storm 
door and window business have 
long been viewed with amazement 
and amusement by the more con- 


ERNIE WORRELL, left, manager, 
Newcomer Lumber Co., Beech Grove, 
Ind., presents a combination tool chest 
and utility stool to Robert J. Myers, 
Indianapolis, whe had a 100% attend- 
ance record at tne Mr. and Mrs. Fix-it 
school. 


servative marketing minds in the 
lumber and building supply field,” 
Gross said. “However the fact that 
storm doors always have been sold 
by unorthodox methods should not 
represent a precedent which we 
cannot reverse. 

“We are offering the wholesaler 
au product that he can sell to his 
dealers at full, regular discount 
and without handicap from direct- 
selling competition from the manu- 
facturer. In return, the wholesaler 
is in a position which will give us 
the benefits of sound, stable distri- 
bution, which we should have gone 
after long ago.” 


No Summer Doldrums 
For Kentile Promotion 


Kentile, manufacturer of resili- 
ent tile flooring, is launching the 
most comprehensive summer ad- 
vertising campaign in its history, 
according to an announcement re- 
cently by Charles A. Neumann, 
vice-president for sales, Kentile, 
Inc. 

“Don’t let anyone tell you that 
the summer vacation months are 
not good business months,” he 
says. “Most men just get two weeks 
yacation—and a good percentage 
spend that vacation at home. It’s 
the time when extra daylight hours 
are used to get most home projects 
completed.” 

The big summer advertising 
push in magazines and newspapers 
will reach about 78 million read- 
ers — approximately 90% of all 
American families. 

“For the first time during the 
summer months, Kentile intro- 
duces its spread ads,” Neumann 
said. “These are one and a half 
pages in full color advertising all 
five of our products. These are 
scheduled for national consumer 
magazines with a total circulation 
of 18 million readers.” 

In addition there will be a steady 
advertising campaign on all Ken- 
tile products in 18 leading archi- 
tectvral, business and trade maga- 
zines. 

Accompanied by a_ full-color 
broadside of Kentile’s first spread 
advertisement is a bulletin which 
advises dealers to prepare for 
sales increases, stock all products, 
use tie-in displays and advertising. 
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good “os \)AHO WHITE P \E 











one of 10 woods from the 


WESTERN YI NF region 


Light but strong, straight-grained, soft and even-textured, 
light-colored Idaho White Pine is one of the few true white 
pines. Its dimensional stability and splendid workability 
make it a superior wood to recommend for fine paneling 
and woodwork, pattern-making, siding, all residential and 
light construction. 








Only ONE prime color to stock. 
TWENTY finish colors to sell. 
No calor stocking problems. 
No odd color jot returns. 

No color match complaints. 
idaho White Pine comes in 3 select, 5 common, 4 Move feb etavte on elaine taequerion, 
bevel siding, and 4 factory grades. You can order it in 
straight or mixed cars—together with other woods from 
the Western Pine region—from many Western Pine 
Association member mills! 


Dozens of builder ai 4 home-owner selling points. 


e*®e0ee20ee#s#?s 


Complete merchandising material. 


IDAHO WHITE PINE 


the Western Pines @ ronoeoss rin 


SUGAR PINE 


LARCH PYNAL ROLL 


DOUGLAS FIR Yt 


the Associated Woods @ cvorssn srruce Wy YY 


INCENSE CEDAR 


RED CEDAR , PRYME- SHAKE 
LODGEPOLE PINE Y 


get the facts gin nite 1 
to help you sell IWAN WHHL HIN FOR FULL INFORMATION 


Write for the FREE illustrated booklet to SEE YOUR CREO-DIPT DISTRIBUTOR 
WESTERN PINE ASSOCIATION OR WRITE 


Building, Portland 4, Oregon 
ey ee ae CREO-DIPT COMPANY, Inc., N. Tonawanda, N. Y. 
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THE LUMBER MARKET 


“Runaway Market" 
In Seattle Region 


SEATTLE—“Almost a runaway 
market” is the phrase current here 
as a result of increased demand for 
lumber in which dimension is the 
most sought after item. Orders 
come from everywhere. The sud- 
den spurt in business is variously 
ascribed to scare buying in the 
face of the continued strike threat, 
needs of the home building pro- 
gram, and imminent shutdowns 
due to vacations and July 4th holi- 
days. 

Green fir dimension has ad- 
vanced $3 to $4 and dry hemlock 
dimension has followed. Upper 
items are steady and firm. Boards 
are not much affected though gov- 
ernment purchases are being 
made. 

Some quickie strikes have dis- 
turbed the industry and meanwhile 
C.1.0. and A. F. of L. representa- 
tives and lumber spokesmen con- 
tinue to meet. AFL members have 
until late in June to strike and CIO 
have the right to set a date. 

Cedar lumber is strong with 
four and six-inch beveled siding 
moving about $5 higher and eight- 
inch bungalow siding correspond- 
ingly higher. Shingles are strong 
at prices prevailing a fortnight 
ago. Cedar boards are rather quiet. 
Pines and Engelmann spruce are 
steady. Unlike Canada west of the 
Cascades where logs are scarce the 
area east of the mountains is 
dumping logs due to a surplus. 


Growing Strike Threat 
Stimulates Tacoma Area 


TACOMA--—The threatened lum- 
ber strike still is the uncertain 
quantity as far as the over-all mar- 
ket situation is concerned. This 
has been generally stimulating to 
buying although it has not been 
productive of fixed price patterns. 

Emphasis for the most part has 
been upon immediate delivery to 
escape any protracted delay should 
an industry-wide tieup occur. Pro- 
duction for the most part has been 
good, but mill inventories do not 
appear to be unusually heavy. 

Weather generally has been ex- 
cellent, which has been helpful to 
woods operations, and log supplies 
are beginning to pick up following 
the inroads of winter demand. 

The improved situation in the 
lumber and logging industry is re- 
flected by state unemployment fig- 
ures announced recently in 
Olympia. These show that last 
week 22,303 persons applied for 
unemployment benefits, 1,668 few- 
er than during the preceding week 
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but 6,303 more than during a com- 
parable week a year ago. State in- 
sured unemployment payments 
during May totaled $2,600,000, a 
$1,300,000 drop from April. In- 
creased employment in logging, 
lumbering and construction is giv- 
en credit for the decrease. 


Strike Possibility 
Skyrockets Prices 


SAN FRANCISCO — With the 
possibility of a west coast lumber 
strike becoming more definite, 
prices in the northern California 
market are skyrocketing out of 
sight in almost all grades and all 
varieties. 

Long-Bell and _ five plywood 
mills have already been struck and 
the rest of the mills are planning 
a 10-day closedown during the 
regular 4th of July closing. 

The mills are being struck at 
random, although the industry 
strike as a whole is set for June 
21. Workers, who have worked 
without a contract since May, have 
arranged for picket lines and set 
up feeding kitchens. 

Prices in many instances have 
gone up as much as $5 to $10 over 
the price 10 days ago. 

The fir market is “hot” with 
prices increasing as much as $1 
per day. No. 2 or better commons 
and No. 3 commons are especially 
good. Most fir mills won’t even talk 
about orders. 

Transit buyers are purchasing 
all the redwood items they can get 
despite the high prices and most 
mills have firm orders for at least 
three weeks ahead. Low grades in 
redwood, previously wobbly, have 
steadied considerably and there 
have been advances on certified 
dried items. 


Yellow Pine Prices 
Up at Kansas City 


KANSAS CITY—A general firm- 
ness in lumber prices and a bet- 
ter tone to the yellow pine market 
was quite evident in mid-June. 
Values were marked up $1 to $2 a 
thousand on many items. The fact 
that No. 3 boards were upped $1 a 
thousand in the last 10 days gave 
concrete proof of the betterment 
for this grade of lumber has 
lagged in demand all year. 

One of the reasons for the 
stronger undertone was the situa- 
tion on the west coast, where the 
fir market is losing some of its 
competitive position with yellow 
pine. The scarcity and firm price 
base for the west coast product 
have caused some buyers to turn 
to yellow pine. This was reported 


in numerous cases where the in- 
quiries were directed for yellow 
pine, especially in dimensions. 

Mills in the southwest were re- 
ported to be more independent and 
offers of buyers to take up some 
surplus stocks at discounts appar- 
ently did not attract the mills, who 
are holding firm to their lists. 
Sales are reported to be the best 
in more than two months and indi- 
cations are that more buying will 
take place. 


Plywood Output Off 


TACOMA—Fir plywood produc- 
tion declined for the week ended 
June 5, 18% from the preceding 
week, according to the Douglas Fir 
Plywood Association. New orders 
were down 21% in the period. 


Lumber Output, Sales 


Lumber production at reporting 
mills during the week ended June 
5 fell 9.7% from the like 1953 
week, the National Lumber Manu- 
facturers Association reported. 

Shipments during the week 
dropped 2.5% from 1953, while 
new orders at the mills were 2.3% 
lower. 

For the year to date, shipments 
of reporting mills were 2% above 
production, new orders were 4.4% 
above production and unfilled or- 
ders amounted to 39% of the mills’ 
stocks, the association said. 


Western Pine 


PORTLAND—Orders for West- 
ern pine lumber and associated 
species were off approximately 
14% from the preceding week for 
the week ended June 5 but were up 
6.4% from the corresponding 1953 
week, according to the Western 
Pine Association. 

Shipments declined 16% in the 
latest week from the preceding 
seven-day period and were 5.4% 
below last year. Production was 
down almost 10% from a week 
earlier and down 11.5% from a 
year earlier. 


Southern Pine 


There were 111 mills reporting 
to the Southern Pine Association 
weekly trade barometer for the pe- 
riod ending June 5. Production 
reached 17,113,000 feet. New or- 
ders were 16,972,000 feet, .82% be- 
low production. Shipments were 
17,832,000 feet, 4.2% above produc- 
tion, and orders were 4.8% below 
shipments. The balance of orders 
on hand at the end of the week to- 
taled 42,661,000 feet. 

(continued on page 70) 
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SPECIALIZING IN 


. ~ PONDEROSA PINE 
“DOUGLAS FIR 
~ REDWOOD 


: . oma ha 
New Inner-Seal Queen B and B Paks attract attention 


Stacked with Sales Appeal! 


make impulse sales! They're packaged in the exact 
lengths customers ask for . . . and each pak contains 
complete instructions on how to weather-strip! 
INNER-SEAL Queen B and B Paks are compact 
easy to stack and easy to stock, easy to display and sell! 
Cash in on these profitable salesmakers. Order your 
stock of INNER-SEAL, the top-quality 


weather strip, today! 


QUEEN B PAK-17 feet 

Suggested Retail Price $1.98 
B PAK-10 feet 

Suggested Retail Price $1.19 
FLEXIBLE —* ADJUSTABLE RIP-PROOF 
EXCLUSIVE PATENTED CONSTRUCTION 
(Spring Steel Molded In Live Sponge Rubber) 


ee | 
pow od \ é ’ 
DURABLE — NEOPRENE COATED | h r) 
Over 600 Million Feet Sold! f i J ® a ° ) 
Nationally advertised 


For comblete information, write today to Dept. ALG GENERAL OFFICE 


BRIDGEPORT FABRICS, INC. 8 S. Michigan Ave., Chicego 3, Ill. 
Telephone RAndolph 6-0540 
BRIDGEPORT 1, CONNECTICUT 
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Lumber Prices at Press-Time REDWOOD 


Bevel Siding 


The following index is intended merely as a check on buying practices. It 1s (2, Goer A Geast..-.. SO 
4 = py and average of mill prices at press time and should not be con- x ‘G. Clear All Heart.....137.00 
sidered as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on purchases made approxi- Clear All 
mately ten days before receipt of the magazine. . Clear All Heart 
. Clear All Heart..... 
Clear All Heart.... 


, 00 
DOUGLAS FIR WESTERN PINES G. Clear All Heart... ..211.00 


Ote: A grade V.G. Log yet Siding 
Vertical Grain Flooring Ponderosa Pine $5. 00 less for %, % and % in above sizes. 
B&Btr Cc ) 5/4 RW 


1x4 15 poy and Anzac Siding 
‘lat G , en 4/4 RW 6/4 RW 8/4 RW 1x10 V.G. Clear All Heart 240.00 
a ere SUPE C&Btr. RL 60.00 265.00 270.00 12 V.G. Glear All Heart 250.00 
Shop, 828 ote: Deduct $15.00 for A Grade. 


No.1 No.2 
5 00 110.00 Finish 
a “aaet . 110.00 ix 4 Clear Heart 
1x6 sary ‘ ‘ ? Commons, $2 or 48 1x 6 Clear Heart 


Be Btr. No. 1x 8 Clear Heart 

Ceiling 1x8 RL ....122.00 s 1x10 Clear Heart 

%x4 . ’ 1x12 RL ....122.00 68.00 \ 1x12 Clear Heart 
a 110.00 ’ idaho White Pine 


Selects 82 
Boards and Shiplap and 2” (Green) 7 = , & 1x6 1x8 


e- Soma: i ites aes ats dibs 
Commons, 82 or 48 . WESTERN HEMLOCK 
No. 1 No. 2 


No. 3 
157.00 145.00 100.00 
186.00 1651.00 100.00 Vertien! Grain Plcoring 





12’ 


; i , B&Btr. C D 
: - Sugar Pine Selects $2 or 48 sakee 8h.00 
100 4RW 6/4RW 150.00 


73.00 y 70.00 


‘ 
‘ 
i 
‘ 


‘ 
4 

} 65.0 B&Btr, 65.00 . > : 

1 r+ ‘ ee Cc RL 260.00 280. Flat Grain Flooring _ 

100 6% 59.00 z 230.00 245.00 246.00 5. , 149.08 


8 
0 
Dimension No. 1 No. 3 


’ No. 2 
67.00 67.00 69.00 6% ¢ } 122.00 80.00 Drop Siding 


66.00 69.00 67.00 6 57.00 152.00 122.00 80.00 1x6 (Pat. #106 
68.00 67.00 64.00 5 4 57 


1x6 (Pat. #116) 
66.00 68.00 66.00 6 56 
66.00 64.00 64.00 


are os 56 Cellin 
Ne. 3 Dimension R/L Only OAK FLOORING er 


. 50 c $F. Pin 2 2%, erat %x1 
4 ite -00 .00 5 tes.00 Ship! a 
‘ Red 186.00 188. 00 166000 MSD 
3 
(Add $10-$12 for dry jumber) ’ “Whine 165.00 ° ‘ 146. No. ' 76-00 
xe bone Red 170.00 00 (146. No. 00 63.00 
#1 Com. » 
RED CEDAR SHINGLES White 150.00 , No 
- Red 156.00 . ' 
oynla 
No. 1 24° 4/2 #2 Com, 
No, 2 24” ‘ ak White 
No. 3 24” 4/2 / ed 110.00 
Perfections 15” Shorts 
No. 1 b 50 ‘ 
a ; ++ # 2 Com. | 80.00 , need 2a No. 2 Dimension 


63.00 3.00 57.00 
XXXXX 








. 1 Dimenson 
12’ 14’ 
73 00 
3.00 


~I-3-3-1-) 


= 2 64.00 65.00 54.00 


; 2S 29 66.00 66.00 64.00 
8.75- 9.00 


2x 64.00 56.00 34.00 
a eee ae SOUTHERN PINE 2x12 64.00 64.00 64.00 


4.50- 4.76 





a Vertical Grain Flooring No. 3 Dimension R/L 
B. b Cc D 2x 4 
WESTERN RED CEDAR amv.00 x ¢ 
2x 8 
Prices for red cedar siding in mixed 2x10 
cars, new bundling, SD’ to 10 are: . . le 2x12 

Heveled Siding, % Inch . . . 
Clear a ‘yy “RR” ane sedion 
%xi inch .... 80.00 75.00 50.00 1x€ (Bet $106) 176.00 
( ; 175. 





%x5 Inch .... 80.00 77.00 50.00 1x6 (Pat. 16 90 
%x6 inch ....105.00 100.00 85.00 


le x8 inch ...125-180 120-125 85.00 Boards & - x8 ENGELMANN SPRUCE 
Clear Bungalow Siding, % Inch No. 1 .. Woo 18% 00 Boards and Shiplap (dry) 
8 inch 165.00 160,00 125.00 No. 2 +» + 19-98 76.00 . 1x6 1x8 1x10 1x12 
10 inch ......-180.00 175.00 150-160 No, 3 ...5 63.00 J . 
2inch 2. ..22'185.00 175.00 1580.00 Gah. Willits No. 2&Btr. 100.00 105.00 103.00 105.00 
° No. 3&Btr. 69.00 71.00 70.00 71.00 
Finish, B and Bir, 82 or 48, 12 16° 
® to 10 or Rough No. 1 Dimension (air dried) 
1x 8 pL AM 90 96 12 1” 16" 20° 
1x10 ee epesed (90 de owenee P z ¥ ° 5 5 65.00 
1x12 , ~- 7 0 
; iy 2x12 107.00 107.00 
Celling of Flovring, B and Btr, 


65.00 
65.00 
® to 10° or Longer No. 2 Dimension +94 
B&Btr Cc D ox : 99.98 5 
’ 135.00 125.00 100.00 x . . . ° ° . 
1x4 ve ++185.00 125.00 100.00 ox 8 He +4 : ‘ . . Ne. 3 Uimssaten 
, e re 6! en’ x . ° ° \ 2x4 60.00 60.00 60.00 60.00 
a SS pene, | OF one 2x12 78.00 78. 2x6 60.50 60.50 60.00 64.50 
2x8 59.50 659.50 59.50 64,50 
Series 8,000 . y 2x10 62.50 62.50 60.00 64.50 
aating under +00— tat pee 35%. se i ** 00 2x12 59.50 59.50 60.00 64.50 
t 00 er ‘ . 
ws a, ot plus 85% x 8 Mills are now grading boards as No. 
Clear Lattice, — x lade’ to 18° 


os 2 and No. 3 common, Mills do not grade 
100 lin, ft.. 1.50 2x12 : out No. 3 dimension as in fir. 
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FOR QUALITY 
THAT BUILDS SALES, 
ALL EYES ARE ON— 





Manufacturers of Band Sawn 


NORTH CAROLINA PINE 
SOUTHERN HARDWOODS - CYPRESS 


End-Matched 
PINE, OAK, 
MAPLE AND GUM FLOORING 


Modern Moore Kiins— 
Planing Mill Facilities 


boat 


MILEY, SOUTH CAROLINA 
ONE OF THE OUTSTANDING OPERATIONS OF THE SOUTH 











10,000 DOORS A DAY CAPACITY 
INSURES IMMEDIATE DELIVERY 


3 


BEAUTIFUL 
LINES 


ADMIRAL 


made from A-Select Birch 


COMMANDER 


made from Stain Grade Birch 
CHIEF 


made from Paint Grade Birch 


POSITIVELY LOWEST PRICES 
IMMEDIATE DELIVERY 
WIRE, PHONE, WRITE TODAY FOR PRICES 


GRAND TRAVERSE SALES 
mene  VOMPANY 


MICHIGAN 
TWK BIRMINGHAM 500 
TEL. SUTTONS BAY 61-71-92 TEL. MIDWEST 4-3450-1-2-3 


FLUSH DOORS 





MICHIGAN 
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THE NEW 


MALT-A-VENT 


Get set for a bigger window 
business , . . stock the practi- 
cal new MALT-A-VENT 
Window Units in quantity 
make certain you won't run 
short of this volume-building 
window unit! 
MALT-A-VENT Windows 
have all the quality features 
that appeal to home-buyers... 
architects . . . and builders. 
This practical multipurpose 
unit is ideal for use in either 
single or multiple applications, 
and combines quickly and 
easily into the large groups so 
popular today. Make certain 
you get your share of this 
profitable market by selling 
MALT-A-VENT Windows. 
Carton-packed . . . for 
easier handling! Each sturdy 
shipper carton contains 2 
completely assembled 
MALT-A-VENT units; putty- 
giazed for longer life. . . 
precision-milled frame and 
sash fully weatherstripped 
with rust proof metal to 
seal out wind and weather! 


\ 
iM 


See your Malta jobber today — ask for 
literature on the new MALT-A-VENT. 


The MALTA Manufacturing Co. 


MALTA, OHIO 
Supreme Quality Since 1901 


Pine Woodwork Assen, and N.W.M.A 


(To obtain more data on advertised products see page 90) 71 
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Corrugated Areawall 


A new fully corrugated steel 
areawall is made of heavy-gauge 
steel, and is galvanized with the 
Brite-Lite finish. According to 
Brainard, the new Brite-Lite Cor- 
rugated areawall will be priced 
about the same level as the stand- 


4a eh Ba ag ard areawalls formerly marketed 

4 , 1) ‘= by the company. Brainard Steel 

4 Tie ba : Div., Sharon Steel Corp., Dept. AL, 
” | Warren, Ohio. 


For more data circle No. 5 on coupon, p. 90 
King-Size Exterior Siding Shingle 


Colorbestos shingles, the new Bath Tub Enclosure 

king-size exterior siding shingle, 

are 32” by 14%”. The design is a The new Aristo-Bath tub wl 
strong, striated pattern which sug closure is designed for built-in 
gests a deep texture. However, the bath tubs. All framiag is of heavy- 
shingles are actually smooth. The gauge, polished, rust-proof alumi- 
vertical, random- ribbed appear- num. Translucent glass panels are 
ance results from the way in which set in water-tight neoprene gas- 
colored ceramic granules are em- kets. Both doors roll smoothly to 
bedded in the shingles. Johns- either side of tub on double over- 
Manville, Dept. AL, 22 E. 40th St., head ball-bearing wheels. Stewart- 
New York 16, N. Y. Hall Corp., Dept. AL, 122 S. Michi- 
gan Ave., Chicago 3, Ill. 


For more data circle No. 3 on coupon, p. 90 


For more data cirlee No. 1 on coupen, p. 90 
Custom Effect for Garage Doors 


Calder Manufacturing Co. now 
offers a line of overhead garage 
doors which can easily be deco- 
rated to suit individual tastes. The 
builder achieves this effect 
through the arrangement of dia- 
mond, round or square rosettes and 
half-round strips of wood on one 
of six basic Calder doors. The 
builder orders the rosettes and 
half-round strips and applies them. 
Calder Manufacturing Co., Dept. 
AL, Lancaster, Penna. 


For more data circle No. 6 on coupon, p. 90 





Aluminum Horizontal 
Sliding Window 


The Gorno Seneramic aluminum 
horizontal sliding window is con- 
: structed of 63S-T6 anodized alumi- 
Improved Aluminum Step Stool num alloy extrusions. Other fea- 
A new step stool has a red Fiber- tures include double interlock at 
glass top firmly riveted to the rails jamb and meeting rail sections to 
with a secure, tight joint which hold air and water infiltraticn 3 
hinges easily and smosthly. An- below normal standards, special- Lawn Sprinkler 
other improvement in the step tension aluminum weatherstrip, 
stool is the non-pinching spreader and jam-proof nylon rollers. Gorno 
bars which lock the legs into the Windows are delivered to the site 
open position. Werner aluminum fully assembled and in protective nylon gears and non-topple sleds. 
step stools weigh under six pounds. factory packaging. Gorno Window Nationally advertised it retails for 
R. D. Werner Co., Inc., Dept. AL, Corp., Dept. AL, 4605 8. Telegraph $10.95. Durex Hardware Mfg. 
295 Fifth Ave., New York 16, Rd., Dearborn, Mich. Corp., Dept. AL, 527 W. 34th St., 
N, 2 For more data circle No. 4 on coupon, p. 90 New York, N. z, 


For more data circle No. 2 on coupon, p. 90 For more data circle No. 7 on coupon, p. 90 


A new oscillating sprinkler is 
finished in yellow and green enam- 
el. Included are brass bearings, 
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An order placed with TW&J for lumber 
or lumber products is handled with care 
and strict adherence to grade. 


e Prompt Delivery on 
v Sugar and Ponderosa Pine 
Shop and Selects 
Vv Ponderosa Pine Boards 


Douglas and White Fir 
Shop and Selects 


Douglas and White Fir 
Dimension and Boards 


Redwood 


\ Ponderosa Pine and Fir 
Mouldings 


v Pine Sash and Panel Doors 
TWENTY MILLS TO SERVE YOU 


Tarter.Wenster & Jounnson, Ine. 


1 Montgomery Street Gaim P.O. Box 1731 
SAN FRANCISCO 4, CALIF. |’ fe) STOCKTON, CALIF 


DOuglas 2-2060 Teletype SF 53) HOward 4-836! Teletype SK 2 


BurLp1nc Propucts MERCHANDISER 



















































































Gates 

FORM TIE 
SALES 

~ ARE BOOMING! 


... because 
Builders MUST cut costs 


Yes, Builders are eager to save all they can on foundation 
costs... and you Mr. Dealer, can help them realize those 
savings . . . and make a profit for yourself too. 


GATES CONCRETE FORM TIES are designed to provide 
better foundations at lower cost by reducing labor hours 
and materials needed to build forms. 


























The market has already been created for GATES FORM 
TIES through consistent advertising in national and local 
Trade Magazines, Newspapers, Home and Lumber Shows, 
Merchandising Aids, Counter Displays and Educational Litera- 
ture. Each month hundreds of inquiries from all over the 
nation pour in requesting more information. 


Cut yourself in on this newly created market, Give your 
customers the kind of service you're known for . . . when 


they ask for GATES CONCRETE FORM TIES. 


— GATES 2x4 TYPE TIE a 
Ji 


GATES ROD TYPE TIE 


are still available in many desir- 
Dealerships able areas. Write for Literature 


and Dealer Price Lists. 


GATES & SONS, INC L 
80 So. Galapago, Denver 19, Colorado A 


Please send me your Catalog and Dealer Price List 
NAME 
FIRM 
ADDRESS 
| a 6 | lU STATE 


Gates & SONS. INC. 


KANSAS CITY DENVER SPOKANE 


(To obtain more data on advertised products see page 90) 











NEW PRODUCTS 


(begins on page 72) 





Riding Mower & Lawn Sweeper 


The improved Homko reel-type 
riding mower utilizes an automo- 
bile-type clutch with gear shift for 
forward, reverse, and neutral 
action. The Homko has a 30” cut- 
ting width, and turns without diffi- 
culty in a four-foot radius. 

This 20” fold-away sweeper 
picks up leaves, grass, etc., in one 
sweeping operation of the adjust- 
able brush. The four-bushel bas- 
ket sweeper hangs compactly on 
any convenient wall, flattened to 
a 12-inch depth. Western Tool & 


Stamping Co., Dept. AL, 2725 Sec- 
ond Ave., Des Moines, Iowa. 


For more data circle No. 8 on coupon, p. 90 
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Aluminum Posts and Lanterns 


Hadco offers a new line of all 
aluminum posts and cast alumi- 
num lanterns. This series of ex- 
terior lanterns and posts offers the 
customer sign plaques, arrow lad- 
der-rest assemblies and side-arm 
lantern mountings as well as many 
other distinctive features. The line 
consists of 12 post selections and 
7 attractive lantern models. All 
parts and units are finished in spe- 
cial exterior enamel in black or 
white. Hadco Aluminum Products, 
Dept. AL, 501 Pressley St., Pitts- 
burgh 12, Penna. 


For more data circle Neo. 9 on coupon, p. 90 


New %" Wide Steel Tape 


A new wide-tape rule, called the 
Big Boy, has in addition to the 
stiffness of a 34”. wide tape, new 
selling dividends which include: a 
lever lock to put a stop to creep; 
double-edge two-side printing for 
both left and right hand reading, 
and a two-lipped hook that makes 
both sides of the blade usable. The 
Big Boy has the white enamel 
blade with bold black markings 
designating both total inches and 
progressive feet throughout its 
10-foot length. Master Rule Mfg. 
Co., Dept. AL, Middletown, N. Y. 


For more data circle No. 10 on coupon, p. 90 


Dry-Wall Casings 


A new dry-wall casing for doors, 
windows and other wall breaks 
offers a simple protection for jamb 
corners. Rolled from galvanite 
steel, Bostwick dry-wall casings 
are available through dealers in 
lengths of 7 and 12 feet for use 
with 34", %” and 5%” wallboards. 
A flange ridge creates tension that 
makes a tight, clamping fit. Bost- 
wick Steel Lath Co., Dept. AL, 
Niles, Ohio. ; 


For more data circle No. 11 on coupon, p. 90 


New 2" Electric Drill 


A new heavy-duty %” electric 
drill has a six-ampere motor. The 
drill, Model 516, weights 10 pounds 
and measures 141%” long, 31” 
wide and 9%” high. The rear 
spade-type handle is adjustable for 
vertical or horizontal position, or 
may be removed entirely in 
cramped quarters. The drill has a 
1," gear-type chuck and bit capac- 
ity is rated at 14” for steel and 
154” in wood. Porter-Cable Ma- 
chine Co., Dept. AL, 46 Exchange 
st., Syracuse 8, N. Y. 


For more data circle No. 12 on coupen, p. 90 


Natural Wood Finishes 

A new line of products for treat- 
ing and finishing of exterior natu- 
ral wood structures is known as 
Lumber Life. This new line con- 
sists of five products: Redwood 
Preservative, Brown-Wood Preser- 
vative, Clear Gloss Finish, Clear 
Flat Finish and Penetrating Toxic. 
When used as directed, they en- 
hance the beauty and lengthen the 
life of the lumber to which they 
are applied, claims the manufac- 
turer. McCloskey Varnish Co., 
Dept. AL, 7600 State Rd., Philadel- 
phia, Penna. 

For more data circle No. 13 on coupon, p. 90 


(continued on page 76) 





What's YOUR Answer? 


Product knowledge is the “stock- 
in trade” for every building mate- 
rials salesman. A salesman may be 
richly endowed with a fine, aggres- 
sive personality, but if he must 
frequently answer “I don’t know” 
to customers’ product questions, he 
will make few sales. Realizing the 
vital importance of how-to-sell-it 
product information, the American 
Lumberman is currently bringing 
you another series of articles on 
specific products. We believe these 
articles are a digest of the best 
information available from _re- 
tail, wholesale and manufacturer 
sources. So far, this series has 
given you stories on paint, flooring, 
roofing, wrought iron legs, glass 
block and hardware. This issue 
contains an article on _ resilient 
floor coverings—and dozens of 
stories on diverse products will 
follow. Remember that for more 
than four-score years, the name 
“American Lumberman” has been 
a synonym for “Service” to the re- 
tail building materials business. 


Whet's YOUR Score? 


9 or 10 correct: Excellent! 
7 or 8: Good. 5 or 6: Fair. 


1. Who makes “Century” asbestos- 
cement roofing shingles? 

2. The remodeling of the Davis Lum- 
ber and Hardware Co. brought what 
type of increase in floor traffic? 

3. A “self-seller, Turn-O-Round mer- 
chandiser” is featured in an ad by what 
tool manufacturer ? 

4. How much did walk-in traffic in- 
crease for the Whelan Lumber Co. 
after sales of bundled scraps of ply- 
wood started? 

5. Name two farm uses for Sisal- 
kraft. 

6. What are the 3D’s of resilient floor 
covering sales? 

7. A girl clad in a roll of weather 
stripping attracts the eye to what 
manufacturer’s ad? 

8. What percentage of customers are 
lost in retail stores because of indiffer- 
ence on the part of sales personnel? 

9. What is Supercedar? 

10. How does the Dierks & Son Lum- 
ber Co. capture a large share of the 
do-it-yourself wallpapering market? 
Answers on page 76. 
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Reduce Delivery Costs 
and Speed up Deliveries 
with 


ROLL-OFF 
TRUCK BODY 


Load or Unload a Load 
or Half Load ata Time 


Compiete Beds Shipped KD 
Easy Assembly & Mounting 
Write, wire or phone for Cotalog ond Prices 


The R-B COMPANY 


1921 Guinotte 
KANSAS CITY 1, MO. 


— top performance with 
bottom price and upkeep 


THE larger drum of the new 
3'/f, cubic foot model has am- 
ple capacity for even the light- 
est materials. Equipped with 
electric motor or either of the 
two best air-cooled engines— 
large enough to stand plenty 
of overload. 


» The New Muller 
~ 3%" Plaster and 
Mortar Mixer. 


OTHER FEATURES: Muller Pad- 
dle Shaft Seal for positive bearing 
protection, guaranteed for life of 
mixer; power throw-out; hinged 
engine housing, self - lubricating, 
self-aligning bearings; ball thrust 
on paddle shaft; new safety grid. 
Prices F.O.B. Factory 
1 H.P. Electric Motor ...$324.00 
2.7 H.P. Briggs & Strattoa 
MTEL 
3.1 H.P. Wisconsin Engine. . 


Also made in 2’, 6’, & te & and 9 
Heavy Duty Models. Rubber Bloedes 
(Pat. Pdg.) at slight extra cost. 


de Muller 3'/,’ Tilting Type Con- 
y 4 crete Mixer Prices from 
$315.00 up, F.O.B. Factory. 


 Mixeh J MULLER MACHINERY COMPANY, Inc. 


DEPT. AL, METUCHEN, N.J., Cable Address, MULMIX 


Buttp1nc Propucts MERCHANDISER (To obtain 


SUPERIOR LUMBER 
SALES COMPANY 


920 9th ST. * Phone HUdson 4-8216 
SACRAMENTO 14, CALIF 


more data on advertised products see page 90) 








NEW PRODUCTS 


(begins on page 72) 





Power Planer Attachment 


A new power planer attachment 
converts any 14” electric hand drill 
into a two-inch planer. The new 
Aladdin planer is fitted to the drill 
by an adjustable, stainles;, steel 
strap. Cutting depth is adjustable 
from 0” to 44”. The Aladdin power 
planer measures 101,” in length, is 
5%," wide, 5” high. Aladdin Mfg. 
Co., Dept. AL, 3125 Harrison St., 
Kansas City, Mo. 


For more data circle No. 14 on coupon, p. 90 
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Translucent Building Panels 


Plexolite translucent reinforced 
plastic panels have many uses for 
the do-it-yourself, residential and 
industrial markets. Patios, porch- 
es, laneis, awnings, canopies, par- 
titions, carports, fences and 
greenhouses can use Plexolite to 
good food advantage. The corrugated 
panels require only light framing 
and are said to eliminate painting 
or maintenance, Plexolite Distrib- 
uting Co., Inc., Dept. AL, 4223 W. 
Jefferson Blvd., Los Angeles, Calif. 


For more data cirele Neo. 15 on coupon, p. 90 


ey 
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Sliding Closet Door 


A new Esco Door designed for 
low cost homes is made of tem- 
pered hardboard. The door can be 
painted or wall-papered. Hung 
with nylon rollers on overhead 
track, Esco sliding closet doors 
operate silently. Esco sliding 
closet doors are available in all 
sizes and are shipped individually 
packed, complete, ready for mount- 
ing without special tools. Engi- 
neering Sales Co., Dept. AL, 550 
McNeilly Road. Pittsburgh 16, 
Penna. 


For more data circle No. 16 on coupon, p. 90 


Fabric Covered Folding Door 


A new, fabric-covered 
door called Fol-Bak, will be avail- 
able in three sizes (2’8”, 3’ and 4’ 
by 6’ 81” height) and an initial 


folding 


choice of three colors. Fol-Bak has 
a latch as well as a cornice top fur- 
nished without extra charge. Vinyl 
fabrics will be cloth-textured in 
appearance. These are washable 
with soap and water. Holcomb & 
Hoke Mfg. Co., Dept. AL, 1545 Van 
Buren St., Indianapolis, Ind. 


For more data circle No. 17 on coupon, p. 90 


Liquid Wax Remover 


New Liquid Waxoff removes wax 
and cleans asphalt tile, rubber 
tile, ceramic tile, terrazzo, lino- 
leum, hardwood and_ concrete 
floors. The new product will sup- 
plement powdered Waxoff. Liquid 
Waxoff is offered to the trade in 
pint, quart and gallon cans. Schalk 
Chemical Co., Dept. AL, 351 E. 
Second St., Los Angeles 21, Calif. 


For more data circle No. 18 on coupon, p. 90 


June 


Brownskin Tarps 


Angier Brownskin Tarps are 
creped for flexibility. Tough two- 
ply kraft impregnated, with a 
special compound makes them 
waterproof, claims the manufac- 
turer. Solid glass grommets are 
spaced at 24” intervals. Fiber- 
glas-reinforced, these tarps come 
in sizes 8’ x 10’, 10’ x 12’, 12’ x 
16’, 15’ x 20’. Also these widths in 
lengths up to 75 feet. Angier Corp., 
Dept. AL, Framingham 21, Mass. 


For more data circle No. 19 on coupon, p. 90 


(continued on page 78) 





Solution to 
What’s YOUR Answer? 


Stop! Read questions on page 74. 


1. Keasbey & Mattison, whose ad ap- 
pears on page 8. 


2. Women. See how this progressive 
dealer reaped multiple benefits from 
his remodeled store. The article starts 
on page 22. 


3. Penens Corp., makers of Chal- 
lenger Tools. Ad’s on pages 19-20. 


4.15%. Read how this dealer turned 
waste stock into a profitable item, 
page 30. 


5. The American Sisalkraft Corpora- 
tion’s building paper may be used for 
haystack and equipment covers, weath- 
erproofing of farm buildings, etc. The 
ad is on page 37. 


6. (1) display, (2) do-it-yourself pro- 
motions and (3) demonstrations. This 
fact-packed article on how to sell resil- 
ient floor coverings begins on page 32. 


7. Bridgeport Fabrics, Inc., makers 
of Inner-Seal weather stripping, whose 
ad is on page 69. 


8. 68%. The provocative article en- 
titled, “Do You Kill Customers by Ig- 
noring Them?” starts on page 43. 


9. Cedar closet lining made by 
George C. Brown & Co., Inc. Ad’s on 
page 87. 


10. By renting papering tools and 
equipment. The article on merchan- 
dising wallpaper is on page 44. 
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You'll Find 


Dealers everywhere have found 

this to be true. Are you getting 

your share of this profitable business? Send 
for literature and familiarize yourself with 
Stewart products. In addition to fence, 
there are scores of iron and wire products, 
and every item fits into the building field. 
Write for catalogs today. 














lron 
Picket 
Fence 
in many styles _ 
UP BRBRASA T ALAAAARALL 3 RS PARA REE OTHER PRODUCTS < i Brick Trowel 
THE STEWART IRON WORKS CO., inc. Settece © Maupetes 


tact Steel Foldirg Gates 
2151 Stewart Block, Cincinnati 1, Ohio Bronze Plaques 


Experts in Metal Fabrications since 1886 Wire Window Guards 






















































































Plastering Trowel 


It's easy to sell the masonry tools your customers know 
and trust. Goldblatt is the best-known tool company in 
the trowel trades. For more than 65 years, craftsmen in 
these trades have depended on Goldblatt for finest 
quality tools that are comfortable, easy to handle and 
help them do their jobs better. 

The continuous broadening of Goldblatt’s reputatien 
is assured by extensive consumer advertising. Here 
Above is average of timber being cut today on our second again, Goldblatt leads the trowel trade industry! 
cycle cutting on 200 Thousand Acres of timberland. Annual Take advantage of this pre-selling that Goldblatt 
cut 20 Million for past half century under exacting Forest does for you—offer your customers the tools they want. 


Management Plan without depletion. 


Write Today for Free Catalog 
HARDWOODS — WHITE PINE — HEMLOCK Write for your copy of Goldblat’s 


illustrated catalog describing the 
largest and most complete line 
f of masonry tools and supplies. 


Wataru Ree | \\Joldblatt) rooL COMPANY 


N it, Wisc i 
cyte ancien am 1924A Walnut Street, Kansas City 8, Mo. 
Ist Choice of the Trowel Trades 





DEFEND YOUR TRADE WITH 





Air-dried QUALITY LUMBER 





BuiLp1inc Propucts MERCHANDISER (To obtain more data on advertised products see page 90) 77 








NEW PRODUCTS 
(hegins on page 72) 





Movable Louver Screens 


A Decor screen with movable 
louvers can act as a room divider, 
conceal a problem corner or form 
a background. These louver 





Silent Glide Sash Balance 


A new, noiseless sash balance, 
Silent Glide, has the springs of the 
balance housed in an aluminum 
tube that is lined with heavy rayon 
velour. There is no metal-to-metal 
contact and normal window opera- 
tion noises are said to be elimi- 
nated. Combined with the Silent 
Glide balance is Hettinger’s Tri- 
ple Seal one-piece jamb cover that 
seals against the weather, yet per- 
mits windows to be opened and 
closed at a touch. Weatherproof 
Products Corp., Dept. AL, Waldo 
Sta., P. O. Box 8498, Kansas City 
14, Mo. 


clear plastic cover. Rule is remov- 
able for inspection. No. 3610W 
Pull-Push rule has a flexible-rigid 
steel replaceable blade, white fin- 
ish, bold graduations and two- 
scale numbers. Stanley Tools, 
Dept. AL, New Britain, Conn. 


For more data circle No. 22 on coupon, p. 90 


Clear Plastic Cover 


screens are available in a variety 
of styles to suit individual tastes. 
Each panel size is 16” x 66” x 34”. 
They are made of select sugar pine 
and double action hinges are in- 
cluded. Decor Div., Stiles, Inc., 
Dept. AL, 1555 Eastern Ave. SE, 
Grand Rapids 7, Mich. 


For more data circle No, 20 on coupon, p. 90 


For more data circle No. 21 on coupon, p. 90 


Nine-foot wide plastic, folded to 
a convenient 27-inch width and 
put up in rolls, is now being made 
Push-Pull Rule by Warp Bros. This plastic, a 
heavy gauge clear polyethylene, is 
being marketed under the trade 
name Coverall. Among the more 
common recommended uses for 
Coverall are: painters drop cloth, 


An extra-wide (full 34”) extra- 
long (10 foot) tape with double- 
scale marking is individually 
packed on a true-view card with 














Ever Ready Catalog Holders 
keep catalog data at correct 
reading angle with beth 
hands free. y can 

on sales counters, buyer's 
desks and in warehouses for 
quick refere.ce. Dozens of 
other uses 


ANACONDA 
COPPER 


MINING COMPANY 





No. 12 completely filled with 
ten additional sections. 











No. 12 
Customer's Side 


Save Time * Temper ¢ Money! 


Ever have the éxperience of searching for a 
catalog for a waiting customer and find it 
was looking for “a needle in a hay- 
stack” Most likely you were able to find 
it easily — at a later date — when you 
were hunting for another catalog. Ever 
Ready Catalog Holders keep every catalog 
sheet instantly available and in place. Each 
section holds one inch of punched sheets 

keeps them in place makes them in- 
stantly removable without disturbing the 
balance. ONLY $5.65 Starts You O(f — 
Order Additional Sections As You Need 
\Them! 


No. 12 — Clerk's Side 


sha. se a nga maaelinan datetime lana 
Geneve Mfg. Co., 408 Stevens St, Geneve, iil. 
me 


Gentiomen Please 
Me. 12 EVER READY Holder. 16 in. wide 
12%) in. dewp, Si/> in. tilt. Sturdy steel, dork. Compeny 
green baked enamel Capacity, 12 sections 
With wings and 2 sections: $5.65 Eo Ar. of 
Me. 24 like No. 12 but 30 in, wide ond 
with capacity for 24 sections. Priced with Address 
two sections $86.50 each 
<e't Seetions, $00 Eo City Stote 
MOTE: Type: of punching — Kolamozoo 4-pos C) Ring Binder 3-post 1 
Money Back Guarantee! 
- I el 


Lumber Departmen 


BONNER 
MONTANA 
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cover for indoor and outdoor fur- 
niture, dust cover for items in 
storage, moth-proof blanket and 
storage bags, appliance covers, 
and deep freeze wrap. Warp Bros., 
Dept. AL, 1100 N. Cicero Ave., 
Chicago 51, Ill. 


For more data circle No. 23 on coupon, p. 99 


Challenger Boring Jig 


This boring jig clamps firmly to 
the door in the desired position, its 
placement being guided by a rod 
that hooks over the top of the door, 
automatically positioning the jig 
36 inches from the tloor on a stand- 
ard 6’ 8” door. The boring jig ad- 
justs to any thickness of door 
from 11," to 244”. Self-centering, 
the jig takes its bracket dimension 
from the middle of the door. Chal- 
lenger Div., Hollymade Hardware 
Manufacturing Co., Dept. AL, 
1865 Exposition Blvd., Los Angeles 
16, Calif. 


For more data circle No. 2 


4 on. coupon, p. ¥O 


July Garage Plan 


A two-car garage the homeowner 
could build himself is the Strand 
garage plan of the month for July. 
Overall size is 22’ by 24’, with two 
9’-wide receding doors, separated 
by a center post. There is one 
Fenestra utility window and a side 
door. The cupola is an optional 
item and is included in the plans. 
Plan sheets are available. Strand 
Garage Door Div., Detroit Steel 
Products Co., Dept. AL, 3103 Grif- 
fin St., Detroit 11, Mich. 


For more data circle No. 25 on coupon, p. 90 


C-Clamp Air Actuated 


A air actuated C-Camp is manu- 
factured in one standard size, with 


special sizes available. The stand- 
ard clamp has an opening of six 
inches, with three-inch throat and 
two-inch plunger travel closing to 
shut position with 700 pounds 
thrust on a line pressure of 100 
pounds. Burklyn Co., Dept. AL, 
3429 Glendale Blvd., Los Angeles, 
Calif. 


For more data cirele No, 26 on coupen, p. 90 


Lumber and Log Handling 

The new model Y-16000 Loggers 
Dream Yardster is designed to 
handle both lumber and logs. With 
its balanced design, good drive 
wheel traction insures no problem 
on rough and muddy yards. The 
live lift and tilt is driven direct 
from the engine crank shaft and 
through a friction transmission. 
Taylor Machine Works, Dept. AL, 
Louisville, Miss. 


For more data circle No, 27 on coupon, p. 90 
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finest Pine stands. Inquire today! 





MOULDINGS 


Quality production from one of Oregon's 


PONDEROSA PINE 


DIMENSION & BOARDS - 


CUT STOCK: 


FIR & LARCH 


WHITE FIR 





BLUE MOUNTAIN MILLS 


* Phone 36 





BUILDING Propucts MERCHANDISER 


Teletype 56 


JOHN DAY, OREGON 
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Design Paint Rollers 


This tool is used to roller-paint 
wallpaper style designs and pat- 
terns on walls. The Arsco design 
roller is easily attached to any 
conventional type paint roller; it 
is reversible, always printing right 
side up. A choice of 18 patterns is 
provided and so devised that over- : 
lapping or offsetting will not de- 
tract from the finished effect. Handy Molding Samples attached to a drop-wall right over 
American Products Co., Dept. AL, Salesmen need not take a step the billing counter. Each of the 
3308 Edson Ave., New York 69, to show molding samples at six-inch samples carries printed 
N. Y. Bailey’s Lumber Yard, Miami, information on price, dimensions 
er mare data ctedic Me. 88 en coupen, p. 98 Fla., because the samples are and use description. 





hen they FR they Buy ASBESTOS 
elas i NAILS 


Impulse-buying is a mighty factor in stimu- 
lating sales . . . and profits. It's a 
reason why you get H-W specialties 

more attractively 

packaged than any 

comparable line! 

It's a reason why 

it pays you to 

ature H-W 

merchandise. 

More, this 

attractive Hassall threaded asbestos siding 

packaging is nails are the choice of contractors 

bcted by throughout the country. Made of 

cee bronze and steel with plated 

wall wale ont Gbiel nad finish. Note threaded shank which 

resistant and priced to meet guarantees maximum holding 

competition. Ask your jobber. power. Made of #14 gauge wire 

Tm Canada: Geo. $. Malt co, HALL-WESSEL COMPANY (082) in 1”, 1%", 15", 1%" lengths. 


Co. 
25 Grenville St., Toronto 1 2116-2126 W. NICHOLAS ST. Advise quantities. Prompt shipment. 
Export: Wall eit, Ine. PHILADELPHIA 21, PA. P 


Worth asking for... by NAME GES tartare speci JOHN HASSALL, INC. 


P. O. Box 2158 


o—~}- on c—op INS > o 3p a-5) & aed 3 Westbury, Long Island, N. Y. 
2 Paws the ue Established 1850 
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Neat Yard Speeds Sales, Impresses Customers 


Customers are impressed by a 
clean and orderly lumber yard in 
the opinion of Bob Nieman and Bob 
Reed, owners of the Nieman-Reed 
Lumber and Supply Co., Van Nuys, 
Calif. In their yard cleanliness and 
order not only create a good visual 
effect, but aid in the sneedy selec- 
tion and delivery of lumber. 

A running inventory of avail- 
able lumber is kept by Les Wenz, 
who is in charge of the yard and 


Bob Reed. To fill an order, Wenz 
checks his inventory control sheet 
to locate the stock. Using an eight- 
ton power lift he can start loading 
lumber within 10 minutes after 
receiving the order. 

Lumber arriving on the yard’s 
railroad siding is arranged into 
units ranging from 1,000 to 6,500 
board feet and stored for speedy 
handling in a 300x40-ft. shed. 





FLOOR COVERING SALES 
(begins on page 36) 





but it usually helps reduce price 
competition. As an added sales ap- 
peal the salesman can add the 
novelty of a designed floor—one of 
the chief reasons for the growing 
popularity of floor tile. If an alert 
salesman will take the time to work 
out an original design the sale will 
be much easier. 
Estimates Build Sales 

Dealers with the best over-the- 
counter floor covering sales are 
those who send a man to the pros- 
pect’s home to survey his project, 
check measurements and offer per- 
sonal installation instructions. 

Although this takes time and pa- 
tience, the lumber dealer can reap 
rewards from the sales of other 
building materials. Often the 
homeowner didn’t figure on neces- 
sary extra materials like cove 
molding, or possibly plywood un- 
derlayment over the old floor. The 
estimator can spot—and suggest— 
how the homeowner can do a better 
job, and the dealer gets added prof- 
its from the sales of other building 
materials. 

For dealers who don’t want to 
be bothered with such trips manu- 
facturers have detailed instruction 
sheets available for the do-it-your- 
self customer. 





HOLT HARDWOOD CO. 


Manufacturers of 


BIRCH e BEECH .e 
STRIP e@ BLOCK 
and 
HERRINGBONE 
FLOORING 


Hardwood Flooring Mill-Drilled For Nailing 
— A New Service 


MAPLE e OAK 


. 
GRADED SAWDUST 
a 
High Grade Northern Hardwoods 
° 
Custom Kiln Drying 
> 


Members: M. F.M. A. N. HLL. A. WN. H. & HM. A, 


OCONTO, WISCONSIN 


DURABLE 


Low Cost. 


FARM 
BUILDINGS 


with J. NEILS 
TREATED POLES 


More and more of your cus- 
tomers are asking about 
treated pole frame construc- 
tion because it costs less... 
lasts longer. Treated Lodge- 
pole Pine from J. Neils is the 
answer to their needs and to 
increased sales for you... 
J. Neils poles are straight, 
strong—selected from our 
own timberlands...and treat- 
ed (penta or creosote) in our 
own plant. Mixed cars can 
include poles with treated or 
untreated lumber. Write for 


J.NEILS 


LUMBER COMPANY 


MILL AND TREATING PLANT 


AT 








information. 


LIBBY, MONTANA 
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Island Topper Fixture "H" 

The Island Topper Fixture “H” 
fits on top of a standard step-up 
island and is constructed of quar- 
ter-inch perforated hardboard 5’ 
wide, 27” high, and 19%.” deep. 
Only one side of the unit has been 
laid out for Stanley Handyman 
tools, the other may be used by 
the dealer to display and sell other 


New Merchandising Service 


Plans for building a do-it-your- 
self headquarters display, together 
with a continuing “Theme-of-the- 
Month” merchandising service, are 
now available free of charge to all 
authorized dealers of the Black & 
Decker Mfg. Co. 

By following the plans for build- 
ing the display and using the 
monthly marketing bulletins sug- 
gesting seasonal and timely proj- 
ects authorized dealers can display 
tools, accessories and a wide va- 
riety of products related to the 
various home improvement or 
workshop projects being featured 
all at one central display. Black & 
Decker Mfg. Co., Dept. AL, Tow- 
son, Md, 
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merchandise. All the hardware, 
price clips and inserts, bin board 
(also stenciled), glass binning are 
packed with the panel in one car- 
ton. Fixture “H” costs $47.50 when 
bought with tools in the No. T1 
Tool Unit. Stanley Tools, Dept. AL, 
New Britain, Conn. 


For more data circle No. 30 on coupon, p. 90 


Wall-Tile Displays 


A new display unit for Bolta- 
Wall viny] tiles enables the dealer 
to create a wall-tile department in 
a very small area. The display 
unit stands over five-feet high and 
there is a 26’ wide display area for 
six boxes of tile and a banner dis- 
play card that shows tile applica- 
tions. A color wheel on the display 
card enables the consumer to see 
the ful! line of colors and textures. 
The bottom of the unit features 
accessories such as adhesive, cor- 
ner stripping, tool kit, etc. Bolta 
Products, Div. of General Tire and 
Rubber Co., Dept. AL, Lawrence, 
Mass. 


For more data cirele No. 31 on coupon, p, 90 


Magic-Hue Coior System 


Based upon the addition of tube 
colorants to white bases, the 
Sipes Luxury Magic-Hue color 
tinting system makes available 
300 colors in six types of nish. 
A metal chip display rack com- 
plete with decorator’s style book, 
giant display color cards, banners, 
pennants and streamers, and other 
sales promotional devices are 
available to the dealer to help him 
successfully merchandise the Ma- 
gic-Hue tinting system. James B. 
Sipe and Co., Dept. AL, Pitts- 
burgh 16, Penna. 


For more data circle No. 32 on coupon, p. 90 


Sprayer Display 


A new permanent counter dis- 
play for use with the Burgess elec- 
tric sprayer is now available to 
dealers., The unusual display fea- 
tures a/ large wheel illustrating 
raany sprayer uses. A Burgess 
sprayer fits into a metal holder on 
the display base. The sprayer can 
be lifted out by customers who 
want to get the feel of the unit. 
Burgess ;Vibrocrafters, Inc., Dept. 
AL, Gralslake, Ill. 


For more data circle No. 33 on coupon, p. 90 


Awning Display 


A new salesmen’s awning dis- 
play is an exact one-quarter scale 
model of the Leigh Imperial Awn- 
ing, style 2-A. It is light weight 
and measures only nine inches 
wide. Display is shipped assem- 
bled, ready for use. Awning is 
finished |in tile red and white 
enamel. Wood-grained headboard 
is attached to a black display 


(continued on page 84) 
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ed 
| DISPLAY THE FAST SELLING 


ATTRACTS NO 
ATTENTION i DELAYS 
MAKES A LESS 
SALE , 
REFILLABLE i» 


PLASTIC GLUE GUN 


GOOEY GLUE STICKS 
NO HARDENED BRUSHES 
STICKY HANDS 
A TIME-SAVER for Carpenters, Handy- 
men, Factories, Home Shops, Hobbyists. 


ARKANSAS REFILLABLE. Long | ‘ 
j g lasting. Won't spill. 
0 Z A N SOFT P I N E Keeps glue clean & fresh. 
Soft textured You get true | DOES MORE WORK 
ae Easily worked value in | FORA aan yeneed 
kiln Bricht and clean carload of Beets: for the home shep. 
dried Precision cut Ozan soft pine A White Glue that dries colorless. GRABS 


QUICK—SETS FAST... ALWAYS DEPEND- 
7 5 : ABLE: GLUES hard and soft woods, 
Ozan Pine is a consistent bargain for dealers 


Formica, Masonite, linoleum, canvas or tile. 
and builders because it offers all the virtues 4 a Furniture — Cabinets ~ Tables ~ Bare — Siaks 
of well-manufactured lumber — plus a softer SEN a cox Eeiasannen eal kane. 
texture and lighter weight that make construc- al 
tion faster, easier and better. Give your cus- 
tomers the finest at no extra cost. 


100% 
stored 
and 
loaded 
under Mixes with Portland cement 
and plaster for tching or 
F ; casting and ort icial stone 

‘ ... Hops wallpaper paste 
Sawing Wood Since 1891 ; 1 hand tb onaiial ar Gaia. 


WRITE FOR SAMPLES 


‘ ay S & LITERATURE... 
1 gal Ve =U Meet Aen hoe SEE YOUR JOBBER 
. And New HALF GALLON TOTE JUG 


cover 





Prescott, Arkansus ACORN ADHESIVES CO., INC. ‘°°cinckco'a it 


CHICAGO 44, ILI 





TWIN HARBORS LUMBER COMPANY 


Aberdeen, Washington 


Manufacturers and Distributors of all 


WEST COAST WOODS AND SHINGLES 











: PONDEROSA PINE 


Trade Mark High Altitude, Soft Textured Growth 
VP Modern Moore Design Dry Kilns 











Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


Seciberes SUSANVILLE CALIFORNIA 
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(begins on page 82) 





stand, which also serves as carry- 
ing handle. Leigh Building Prod- 
ucts Div., Air Control Products, 
Inc., Dept. AL, Coopersville, Mich. 


For more data circle No. 34 on coupon, p. 90 


Garage Door Cushion Package 


The Inner-Seal overhead garage 
door cushion package is designed 
so that customers can inspect and 
handle the product. Simple in- 
structions on how to install the In- 
ner-Seal overhead garage door 


cushions are printed on every 
package. It helps eliminate slam- 
ming noises, prevents splintering 
of doors, prevents freezing of 
doors to floors, seals out moisture, 
dirt and cold, and saves fuel in 
heated garages. Bridgeport Fab- 
rics, Inc., Dept. AL, Bridgeport 1, 
Conn. 


For more data circle No. 35 on coupen, p. 90 


Plastic Tile Sample Book 

A new dealer sample book pre- 
sents all Wilson lines including 
Lockback, Econ-o-tile, Panelux 
and Wilson trim accessories. The 
book lists suggested decorator 
color combinations which harmon- 
ize with each Wilson tile color. 
In addition, dozens of design 
combinations, using Wilson trim 
accessories, are illustrated. Wil- 


son Plastics, Inc., Dept. AL, San- 
dusky, Ohio. 


For more data circle No. 36 on coupon, p. 90 


Tile Display Unit 


A new tile display unit is called 
the Matico all purpose display. It 
is 20%” high, 3314” wide and 
2334” deep and consists of three 
horizontal revolving metal panels 
on which samples of the color lines 
of Matico asphalt tile, Aristoflex 
vinyl plastic tile and Matico Con- 
fetti tile are displayed. A metal 
pocket on each side of the unit 
holds sales literature. Mastic Tile 
Corp. of America, Dept. AL, P.O. 
Box 1151, Newburgh, N. Y. 


For more data circle No. 37 on coupen, p. 90 





cd Oe 


we Weldwood’ 
PRESTO-SET GLUE 


SALES HELPS sell it even faster! 


. > 


Htseasyto 
DO IT YOURSELF. 
Weldwood | ** 


i " Hern dial P ‘ 
Y ESTO-s | RESTO-SET Sy 
GLUE 4 


oop, 


New display ties your store into 
Presto-Set’s national ad push! 
Get yours now! Cazh in on ads in... 


ry 


EASY TO ust... Rey 


Right owt of 
the jor. 


SETS Fast! 
less thon 30 min, 


@ SAT. EVE. POST 
@ COLLIER’S 
@ WOMAN'S DAY 


@ POP. MECHANICS 
Pa 


~ p1ccEsT AD CAMPAIGN 
Na out wisToRY! 
ee a 
FREE! Mail postcard 


today for your free counter 
display. Size 13’ x 14”, 


POP. SCIENCE MONTHLY 
SCIENCE & MECHANICS 
MECHANIX ILLUS. 
HOME CRAFTSMAN 
HOME MAINTENANCE 


, 


00 solt woed ee 
BONDS UKE eet 
Mage! Take one 


af oe ? 
FREE! ee a ~ thei 
FOR INDUSTRIAL USERS: in 1, 5 and = T THIS BIG , E pape ¥00q 
10 gallons, 30 and 50 gallon drums. ; (¢-cocor : 3T0-spy 
(Write for details.) DISPLAY! ve once! 

co.orFul 
DISPLAY 


UNITED STATES PLYWOOD CORP. 55 w. 44st. + N.Y. 36,N.Y. * Dept. 19 
May we give it when ad readers ask, “Who sells it?” PACK! 


We've turned over to registered Weldwood name and address, We'll start sending 
retailers thousands upon thousands of re- you ad replies from your locality. 
plies from our national ads. You can be Write us now ... get those customers 
a registered retailer . . . just send your coming to you! 


— 


In 1% oz. and 314 oz. tubes; pint and 
quart jars. 


* TRADEMARK 
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Pul-Pac and ?usher Units 


The ui-Fac is a combination 
push-pull attachment that permits 
the use of a thin carrying sheet 
instead of the conventional-type 
wooden pallet. The Pusher Device, 
which does not have a gripper jaw 
on the rack, eliminates manual un- 
loading of cartons, bags, drums or 


Fork Lift Truck 


Nail-Saver Dispenser 
The M-324 fork lift truck has a 


capacity of 3,000 pounds at 24-inch 
load center. A feature of the M-324 
is what the manufacturer calls 
Mobil-Matic Drive—a heavy-duty, 
oil immersed, multiple dise clutch, 
a constant mesh transmission and 
a fluid coupling. There is no clutch 
pedal, just a push-pull forward- 
reverse lever, an accelerator and 
brake pedal. The truck has two 
speeds forward and two reverse. 
Lamson Mobilift Corp., Dept. AL, 
1604 S.W. 10th Ave., Portland, Ore. 


A spill-proof way to retail nails 
is provided by a new dispenser. 
Each bin of the 24 contains a 
curved panel of Masonite Tem- 
pered Presdwood which provides 
an upturned lip and a splinter- 
free scoop support. Ends and 
fronts facing the customers are 
covered with Masonite Peg-Board 
panels, which give display area. 
Nail-Saver Dispensers, Dept. AL, 
Coos Bay, Ore. 


other material stored on pallets. 
Both devices improved in design 
are available for factory or field 
installation on gas and electric 
Clippers and Carloader model fork 
trucks. Increased afficiency, en- 
larged capacity and easier, less 
frequent maintenance are features 
of the redesigned units, says the 
manufacturer. Industrial Truck 
Div., Clark Equipment Co., Dept. 
AL, Battle Creek, Mich. 


For more data circle No. 38 on coupon, p. 90 For more data circle No. 39 on coupon, p. 90 


FACTS ABOUT 


EDWARD E. ROBINSON 5 


NEW TIPPED TYNEX Nulow bushes 


Robinson Tipped and 
flagged Tynex Nylon 
Brushes have greater 
holding power due to 
softened and flagged 
tips of varying lengths 

+ providing a paint 
reservoir rivaling 
bristle. More pick-up 
= speed! 
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TIPPING 


Fine Tipped Tynex Nylon wit 
flag ends produced on Robinson's 
Nylon Tipping Machine, 


The new Robinson Tipped and flagged Tynex 
paint brush line is a top quality line. Each brush 
is made of fine Tipped nylon with paint-carrying 
flag ends produced on Robinson's Nylon Tipping 
Machine. Each brush contains all distinguishing 
characteristics of quality—flexibility, resilience, 
taper, and good length out—to give a faster, 
smoother, professional paint job. Yes, it’s craft- 
manship . .. the result of 50 years of experience 

. as well as superior performance of each 
nylon or pure bristle paint brush bearing our 
name, that counts at Robinson. 


MIXING 


100% Tipped Tynex 
Nylon mixed to formule 
to give desirable taper, 
resilience and increased 
capillary action, 


Rowson ® 


DuPONT TYNEX NYLON 
Used Exclusively 
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NEW \. LITERATURE 


A new price sheet prepared for 
dealers who rent floor sanders and 
maintenance machines is announced 
by the American Floor Surfacing Ma- 
chine Co. Items shown on the new 
price list include drum sanders and 
edgers for floor surfacing or sanding, 
a light maintenance machine with an 
exclusive floating brush-and-attach- 
ment for dry-cleaning rugs at home 
and other standard attachments for 
polishing, scrubbing, buffing, steel 
wooling, waxing or dise sanding any 
type of floor. American Floor Surfac- 
ing Machine Co., Dept. AL, 518 S. St. 
Clair St., Toledo 3, Ohio. 


For more data circle No. 41 on coupon, p. 90 


Portable lighting fixtures are fea- 
tured in a brochure. These new fix 
tures are especially designed for the 
apartment or homeowner who wishes 
a simple plug-in type fixture which 
requires no additional wiring. The 
Moe Light portable fixtures are avail- 
able in a large variety of sizes and 
types, all designed to blend with both 
contemporary and traditional decor. 
Moe Light, Div. of Thomas Industries, 
Inc., Dept. AL, Ft. Atkinson, Wis. 


For more data circle No. 42 on coupon, p. 90 


Three models of the Dynamotive 
are described in a new brochure pub- 
lished by the Automatic Transporta- 
tion Co. Complete specifications are 
given for 4, 5 and 6,000-pound ¢a- 
pacity models of the Dynamotive, 
which feature an electric, infinite step 
transmission. This eliminates the need 
for torque converters, overdrive mech- 
anisms, and gear shifting, thereby 
reducing the down time faults of ordi- 
nary gas trucks. Automatic Transpor- 
tation Co., Dept. AL, 149 W. 87th St., 
Chicago 20, Ill. 


For more data circle No. 45 on coupon, p. 90 


101 uses for Woodlife water repel- 
lant preservative around the home are 
described in a new folder prepared by 
Protection Products Mfg. Co. The 
folder gives the important reasons for 
treating wood and points out that 
Woodlife can be applied by brushing, 
spraying or dipping. Uses listed begin 
with garden stakes and end with 
wooden gutter applications. Protection 
Products Manufacturing Co., Dept. 
AL, Kalamazoo 99, Mich. 


For more data circle No. 44 on coupon, p. 90 


Ripplewood texturea wood wa!l pan- 
eling throughout the home is shown in 
a new sales brochure. The brochure 
is planned so it may be used for mail- 
ing to interested customers, as a silent 
salesman on a dealer’s counter, as a 
sales portfolio by architects, builders 
or contractors, or as the informative 
subject of a sales-training meeting. 
The colored illustrations show many 
of the decorative possibilities of using 
textured plywood as wall covering in 
today’s homes, whether modern, ranch- 
style, traditional or Early American. 
Georiga-Pacific Plywood Co., Dept. 
AL, Olympia, Wash. 


For more data circle Ne. 45 om coupon, p. 90 
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All-steel portable and stationary 
platforms custom-fitted to each work 
requirement are the subject of a bro- 
chure, Increased production, safety 
and convenience in working at high 
levels are shown to be prime consid- 
erations in Ballymore work platform 
design. Platforms of all types are de- 
scribed and shown. Ballymore Co., 
Dept. AL, Wayne, Penna. 


For more data circle No. 46 on coupon, p. 90 


Electri-Facts is a new 16-page il- 
lustrated brochure offered by the 
Clark Equipment Co. Construction 
features of the electric fork truck are 
interpreted through the use of sche- 
matic drawings. A cut-away view of 
the double-acting tilt cylinders ex- 
plains their operation. The brochure 
has a special illustrated section on 
fork truck attachments, ranging from 
overhead guards to snow plows. Clark 
Equipment Co., Industrial Truck Div., 
Dept. AL, Battle Creek, Mich. 


For more data circle No. 47 on coupon, p. 90 


Amerwood is available in five dis- 
tinct colors. This pre-finished paneling 
is made from top-grade, %-inch yellow 
pine with a shiplap (eased) joint. 
Amerwood comes in lengths from 4 
through 16 feet, widths are six and 
eight inches. A descriptive folder is 
available. Amerwood, P. O. Box 391, 
Dept. AL, Fort Worth, Tex. 


For more data circle No. 48 on coupon, p. 90 


How to lay out storage facilities, 
stock rooms, best heights, aisle spaces, 
space arrangement for individual 
items and how to completely survey 
your requirements is discussed in a 
booklet. It approaches the storage 
problem with system and organization 
and shows readers how to make more 
efficient use of space and personnel. 
Equipto Div., Aurora Equipment Co., 
Dept. AL, 422 Cleveland Ave., Aurora, 
Il. 


For more data circle No, 49 on coupon, p. 90 


A repair handbook shows in detail 
methods for a range of repairs in the 
factory and home with Smooth-On re- 
pair cements. A directory describes 
the 12 Smooth-On repair cements. A 
table lists the physical data of each 
repair cement. Smooth-On Myg. Co., 
Dept. AL, 570 Communipaw Ave., 
Jersey City 4, N. J. 


For more data circle No. 50 on coupen, p. 90 


Con Sol power rollers are featured 
in a new folder. This foider contains 
photographs of the Con-Sol line, the 
standard model (weight adjustable be- 
tween 300-1,200 pounds) and the all- 
purpose model (weight adjustable be- 
tween 375-1,400 pounds). Available as 
extra equipment for either model is a 
caster-type roller which may be sub- 
stituted for the rear roller and sulky. 
Roller Sales Div., Consolidated Indus- 
tries, Dept. AL, West Cheshire, Conn. 


For more data circle No. 51 on coupon, p. 90 


Basic information about fir plywood 
for both specifiers and users has been 
issued by the Douglas Fir Plywood 
Association. Illustrated with drawings 
and photographs, the new 1954 cata- 
log contains information about the 
types, grades and physical properties 
of plywood as well as FHA require- 
ments for use in home construction. 
Douglas Fir Plywood Association, 
Dept. AL, Tacoma 2, Wash. 


For more data circle No. 52 on coupon, p. 90 


Do-It-Yourself Aluminum, a _ book 
showing 132 different projects made 
from the new home workshop mate- 
rial, has just been published by Rey- 
nolds Metals Co. Sample copies will 
soon be on display. The book can be 
purchased for 50¢ at these locations 
or direct from Reynolds. The purpose 
of the book is to indicate what can be 
done with do-it-yourself aluminum by 
showing a wide range of projects that 
have already been designed and built 
out of the material. Reynolds Metals 
Co., Dept. AL, 2500 8S. Third St., 
Louisvilie, Ky. 


For more data circle No. 53 on coupon, p. 90 


A new advertising handbook for 
dealers is based on advertising recom- 
mendations of the National Retail 
Lumber Dealers’ Association. The 14- 
page booklet is being offered to Zono- 
lite dealers. The over-all philosophy 
of local newspaper advertising is dis- 
cussed as well as the nuts and bolts of 
planning and producing ads that sell. 
Many of the dealer ads shown were 
prepared with ADservice mats avail- 
able from the American Lumberman 
magazine. Zonolite Co., Dept. AL, 135 
S. LaSalle St., Chicago 3, Ill. 


For more data circle No. 54 on coupon, p. 90 


A motif design roller booklet pre- 
sents a story on how to roll painted 
designs on walls with a paint roller. 
This booklet contains action photos 
showing a step by step plan for roll- 
ing painted designs. Motifs, Inc., Box 
551, Dept. AL, Fond du Lac, Wis. 


For more data circle No. 55 on coupon, p. 90 


Paint it right contains helpful in- 
formation and painting shortcuts. It 
was designed to help the amateur 
painter do the kind of job that will 
encourage him to tackle other painting 
projects. Seidlitz Paint & Varnish Co., 
Dept. AL, 18th & Garfield, Kansas 
City, Mo. 


For more data circle No. 56 on coupon, p. 90 


Building Products and Supplies has 
been published by Ceco Steel Products 
Corp. This 1954 edition of the com- 
pany’s Merchant Trade Division cata- 
log contains 32 illustrated pages de- 
scribing the firm’s full line of rain- 
carrying goods and accessories; flat 
steel sheets; double-drain corrugated 
and flat roofing; formed roofing and 
siding; roofing accessories; reinfore- 
ing bars); welded fabric and steel pipe. 
Ceco Stdel Products Corp., Dept. AL, 
2601 W.| 26th St., Chicago 50, IIL. 


For more data cirele No. 57 on coupon, p. 90 


75 Selected Homes is a round-up of 
the most popular designs by Samuel 
Paul, A.J.A., wnich were selected from 
over tw hundred of his previously 
published. homes. Twenty-seven of the 
pians ar¢: split-levels. The balance are 
divided among one, one and a half and 
two-story layouts. Price 50¢ per copy. 
Architec(ural Plan Se: ice, Inc., Dept. 
AL, Macly Bldg., Jamaica, L. I., N. Y. 
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(Here's the one that \ | Information Offered 
WON'T SHRINK In Advertisements 


This modern plastic in 

powder form makes | Do you wish detailed information on a specific 

lasting repairs in tile product or service? Check through this easy-to- 

wood or plaster Pays use index of literature and data offered in this 

| dealers a bigger pro fit. issue's advertisements: 

WILL NOT SHRINK| SELLS BETTER because 

STICKS AND STAYS pir it WORKS BETTER. 
il 





ADVERTISING AID: Sample, inf 








orma- 
tion; Home Maintenan: Improve 
nent magazine, See t 


unit; Reynolds Meta! ‘o. § adv't 
pps. 38-39 


CLOSE LINING 
‘ igailios bookiet: 
Co. See adv’t p. 87 


Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
> aod a tty keep DONALD CONCRETE FORM ries 


ing, year afte Boonare | “ “Gates & Sons, Inc. See adv't p. 13 WESTERN WHOLESALERS 
year hats more, 

Durt am’ t0ck- — DOORS. cellar Liter iture re 1eet: TAKE THE WORRY OUT 
Hard Water Putty Des Moines, The Bileo Co. See a ». 92 OF LUMBER BUYING 
gives you by far the } Towa 

best profit-margin on DOORS, combination: Brochu ‘on Your Western Wholesalers are “set + for 
any product of thi nental Screen Co, } p. 24 service. With “a | long-established mill con- 
nature. U your self, and you'll quickly | tacts, knowledge of mill's specialties, resources, 
see why lls so fast, and repeats so regu- DOORS, flush: Information; Wisco manufacturing and shipping facilities and a 
lariv, Many patching materials may shrink Door Co. See adv't p. 53 thorough understanding of buyer's requirements, 
fall out or chip off. Durham’s Rock-H: rd the leading Western Wholesalers below can help 
au out or chip ol UFNaAM S SOCK=55a DOORS. sarawke: Descrivti —e you take the worry out of your lumber buying. 
Water Putty does not shrink. Absolutely Shee 1PM f a ne aae't 84 shins Tell them your needs. Let them cupply your com- 
not. It sticks and stays put. You can saw or oa oo | alain Sie plete requirements. 

chisel it, paint or polish it to a velvet smooth ; i . : 

finish. Easy to use. Keeps indefinitely. So f — k.d Informa ion; 8. J 
economical. Just mix with water as ilectric. See adv't p 

needed. « Packed twelve 1-lb. cans or six sii om ; ‘ " : 
1-lb. cans to case Keep si me of each on dis- i _— Ma ae li A +r % mtew 
play. Available in 25, 50, 100-lb. drums for ey OE ee ee ee 2s 
industrial users. Order from your jobber. 


| 
| 
| 
| ALUMINUM, “do-it-yo If’: Display 








. tate Cee ee 564 Market St., San Francisco 4, Calif. 
The PLASTIC Repair Material 
Ti] POWDER Form ‘LASS window Merchandising aids: 


ittsburgh Plate Glass Co, See adv't 


17 VAN VALER LUMBER COMPANY 
ee i ee Radio Central Bldg., Spokane 4, Wash. 


CAS IN , “orp. See adv't p. 84 es Phone: TEmple 2743 TWX SP 19. 
INSULATION, reflective: Samples, boo 
hg ee Ce WESTERN WOODS, INC. 


LUMBER. enatamin enn Rooklet 715 Spokane & Eastern Bidg., Spokane, Wash. 
on “Pack River Balanitc. Bee adv o 3s WHOLESALERS — ALL W.P.A. SPECIES 


LUMBER Idaho white pine Book! pttene i pear Aor 
RED CEDAR CLOSET LINING eects, . qieapocmemminte Carl E. Soderberg Lbr. Co., Inc. 


SEAL- LUMBER, weats rn White spruce: Book 1120 Old Nat'l Bk. Bldg., Spokane 8, Wash, 


Forest Products Assen 
PACKAGED See adv't p. 17. “93 : PINE SPECIALISTS 


TEmple 1448 Teletype SP-175 
FAST-MOVING PLASTIC LAMINATE: Broadsid« ‘oO 


mica Co, See adv't p. 55 
Nationally ™ Bayi CURTIS LUMBER COMPANY 


SCREWS, wood: Catalog. informatior 


douthern Gasewiie On waren 700 PITTOCK BLOCK, PORTLAND 5, ORE. 
sEduertised FOREST PRODUCTS 


BROWN’S SHAKE STAIN: Sales aids; Creo-Dipt Telephone: AT 6591 Teletype: PDS72 
oOo. see ady p vi 


‘SUPERCENAR mae er lm ogee og cement: Informa Duncan Lumber Co., Inc. 
adv't p. 8 


818 Securities Bidg., Seattle 1, Wash. 
Specializing in Fir Gutter, all sizes and patterns 


























Guaranteed 90% Red Heart-100% Oil Content ae toe Sample dealer 
Sulite ) isio See adv 

Our national advertising annually produces thous- . - oo 

ands of customer inquiries which are turned over 


to our dealers for follow-up. Here is an active ' C — P magn ee —_—" ba ste W. H. HEWITT LUMBER co. 
market for cedar closet lining. Brown's SUPER- OFD. He@ Gave Dye. ! Washington Bidg. Tacoma, Wash. 
CEDAR is a fast-moving, ais 


ai TOOLS. 1 . ; ; ; K. D. Ponderosa Pine: ail grades including selects 
i: ca a nasonry Ca log oldbls 


profitable item and is | «a @ . i and shop. 
produced by the largest Ns ae So. 8 PETS Prt! MArket 0639 Teletype TA 009-U 
and oldest experts in 
the business. Sold only SU DAR TRI CK BODIES roll-o ‘atalos t-B 
CLOSET LINING Lo 


through leading jobbers See adv't p. 75 


and millwork distribu _— | Morrill & Sturgeon 
tors. WINDOWS, aluminun Jit t ‘acc 
Write for Builders Folder and Consumer Booklet mteel Freeware meep. Gee ad vs Lumber Co. Ws GARE GF Quam 
WINDOWS, awning 1luminutr ) YEON BLDG., PORTLAND, ORE. 
PRODUCT OF ers; R. B. Leonard, Inc. See adv’t p 
UMM tL Bete | WINDOWS, awning wood. Cataloe, | WALES LUMBER COMPANY 
GREENSBORO, N.C. Established 1866 bs} adv't 7 


Dp. 7 OLD NATIONAL BANK BUILDING 


LARGEST MANUFACTURERS OF WINDOWS, awning, wood: Descriptive SPOKANE - - ~- WASHINGTON 
AROMATIC RED CEDAR IN THE WORLD ‘iterature; Malta Mfg. Co. See adv’'t Our 32nd Year 
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Classified Advertising 


Terms — Cash With Order 
Minimum Charge $2.00 





Rates: 


1 Time — 10¢ per word for each insertion. 
Minimum charge of 50c per line. 

word for each insertion. 
charge of 45c¢ per line. 
6 Times — 8c per word for each insertion. 
Minimum charge of 40c per line. 

word for each insertion. 
chaige of 35c¢ per line. 


All ads for classified section must be in Pub- 
lisher’s office 14 days penne & .-~¥ ~- 
leation. Advertisements are 

6 point style. No cuts or p BL borders 
allowed. indicat lassificati de- 
sired. Publisher reserves right to classify, 
edit or reject any classified advertisement. 
No agency commission or cash discount 
allowed. 


3 Times — 8¢ 


26 Times — 7c 





For advertisements bearing box number count 
five extra words. There are approximately 
five words to a line and when less are a § 
fied or used, regular line rate is char — 
When answering box —y ~ a or ma ing 
copy for ads address them to 


AMERICAN LUMBERMAN, INC. 
139 N. Clark &t., Chicago 2, Ill. 





HELP WANTED 





WANTED: Manager for Independent Retail 
Lumber Yard in Southern Minnesota. Interested 
in young man for pe iti Leaving 
manager will assist v until ready to assume com- 
plete Sar Company housing. Excellent sal- 
=r = soon. Confidential. Address Box 

0 omees Lumberman, Inc. 








ASSISTANT MANAGER WANTED 


25 to 40. For growing lumber yard in large 
city in Eastern South Dakota. rienced in 
estimating and able to he'p handle purchases. 
In reply give qualifications and salary expect- 


ee ddress Bo ox V-35 American Lumberman, 
ne. 








to handle city sales, lumber, build- 
ers hardware, steel goods, int, insulation, 
roofing, etc. Population 25, -hour week. 
Liberal salary, no commissions. Weller Lum- 
ber Company, Greeley, Colorado. 


Wholesaler with good lumber mill and ply- 
wood connections south and west hand 
mixed and straight car shipments desires addy 
tional representation in north and east. Good 
ro —y to producer. Replies confidential. 
ddress Box V-27 American Lumberman, Inc. 





WANTED 


Good Sawyer for 8 Right-hand Hardwood 
Band Mill Steam Set Works. Push Feed, Push 
Nigger. Give experience and references. Write 
Box V-28 American Lumberman, Inc. 





PLYWOOD SALESMAN: To handle, on com- 
mission basis, iraported plywoods for old es- 
tablished New ‘fork wholesalers and import- 
ers. Wide territory available. Write e« ri- 
ence, etc. Address Box V-29 American Lum- 
berman, Inc. 





SITUATIONS WANTED 





Lumberman experienced in all phases of lum- 
- and builders supplies. Management supt. 
ards, estimating as to reading blueprints 
onep a 30 years. Prefer foreman of 
large yee ears of age and married. Re- 
pm mess. Wishes again to enter 

lumber — Will go fy Address Box 

Lemboenen tno 


88 





SITUATIONS WANTED 


BUSINESS WANTED 





MANAGER AVAILABLE 


Young man, 24, married, college graduate 
R H ha 





YARDS WANTED 
YARDS FOR SALE 








B inistration; two years’ exp 
managing lumber yards and superintending 
home building operations. Now Sales Manager 
of large home building firm. Salary $450 per 
month. Seeks opportunity with adequately 
fi d owner ged retail materials firm 
interested in entering home building field; 
salary requirement modest if can participate 
in profits. Thoroughly reliable, best of refer- 
ences. Prefers Texas or Southwest city. Direct 
inquiries to C. W. Smith, Director, Housing 
Research Foundation, 8500 Culebra Road, San 
Antonio, Texas. 





MILLWORK—DETAILING 


A firm of millmen with -years of experience 
offer a detailing and ee service. Guar- 
anteed results. Reasonable Cost. Excellent 
pag Address Box R-59, American Lumber- 
man, Inc. 





SALES REPRESENTATIVES 
WANTED 





FLUSH DOOR Manufacturer desires manufac- 
turer's representatives in the following general 
areas: Western New York and Pennsylvania, 
Maryland, West Virginia and Virginia, Ken- 
tucky, Tennessee, Missouri, Kansas, Arkansas, 
Texas, Oklahoma, Mountain States. 


Desire men calling en the jobber trade and 
ualified to sell doors. Address in confidence 
ox V-31 American Lumberman, Inc. 


MANUFACTURER'S REPRESENTATIVES 


Ww by leading Manufacturer of Natien 
all ertised Sask Reigece Combination Unit 

complete rstrip ucts. 
Must heave followin Bu. and iMieonk 
Manufacturers, 8 Material Supply Deal- 
ers and Tract B 


MASTER METAL STRIP SERVICE, INC., 1720 N. 
Kilbourn Ave., Chicago 39. Illinois. 





Wanted active wholesalers and commission 
men with following. a ps Ponderosa Pine. 
ldaho White Pine, -_* Imann Spruce, Fir 6 
Larch, also Western White Spruce from Can- 
ada. ant | poecaeten. We are manufacturers 
a 

some territories. 





Responsible “fast hipper. 
Write fully. Address Box T-51 Resedioun 
berman, Inc. 





Distributors wanted by manufacturer of the 
fastest selling brand of painted red cedar side- 
wall shakes. In all the newest pastel colors as 
well as standards. Exclusive distribution avail- 
able in the following states: Minnesota, Wis- 
consin, Illinois, Indiana, lowa, Nebraska, Mis- 
souri, Arkansas, Texas, Louisiana, Kentucky. 
Tennessee, Alabama, Kansac. Address Box 
V-30 American Lumberman. Inc. 


WANTED — RAILS 


RAILS WANTED 
Any = hae toanage 


w. DYER CO., IMC. 
2111-A Railway Ach. Bidg., St. Louis 1, Mo. 











STEEL RAILS 
162, DWH. BH. WH. UH. 40% and Heavier 


MIDWEST STEEL CORPORATION 
518 Dryden St., Charleston, West 





RAILS, New and Relaying 


M. K. FRANK 
480 Lexington Ave., New York, N. Y. 


J une 


Have youa — yard for salo? Or, are you 

ing the of a yard? We have 
a ber of ible interested in 
buying and also several yards for sale. All 
replies treated in strict confidence. 


Alden F. Hunter, 106 West River St., Dixon, Ill. 
Phone 3-8221 








BUSINESS OPPORTUNITIES 





FOR SALE 


Exclusive right-of-way over a very large area 





which is the only logical and practical way 
to remove a vast amount of timber consisting 
of fine Pine and Fir timber in Northern Califor- 
nia. Approximately one and one-half billion 
feet. Off the highway trucks can be used all 
the way to R. R. and or Mill site. Address Box 


T-28, American Lumberman, Inc. 





TIMBER & TIMBERLAND 
FOR SALE 





FOR SALE 


Timber Limit, in East Algoma Dist. Ontario, 
Canada. It borders on Georgian Bay and North 
Channel waters. Area 100 square miles. Stands 
of both hardwoods and softwoods. Owners 
becoming aged and desire to discontinue lum- 
— interested write. 
e Ward Ednie Pulp & Lbr. Co., Ltd. 
Tehkummah, Ont. Canada 





MISCELLANEOUS 
FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis, Minn. 





ADVERTISING YARDSTICKS 
Basswood, 2-color. Same price as_ 1-color. 
Also Paint Paddles. I diate ship t 


R. J. DUMONT CO. 
156 So. Melrose Ave., Elgin, Ill. 








HOPKINS BAG TRUCKS 


Handles 6 to 10 sack Cement. Without pallets. 
Guaranteed. Write Hopkins Lumber Company, 
Memphis, Missouri. 





LUMBER & DIMENSION 
FOR SALE 





Kiln Dried Douglas Fir Industrial 
Standard sizes through 16/4 
Alse 


Extension Ladder ry 
Millwork Blanks sup heater Stock 
Inquiries answered promptly:. 
Al Clements Lumber Co. 
P. ©. Box 908 
Eugene, Oregon 


Phone 5-3317 TWX EGOS 
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PROMPT SHIPMENT 


BUSINESSES FOR SALE 





ALUMINUM CORNERS FOR BEVEL SIDING 
VWax6 7c resale 
8c resale 
8c resale 
8c resale 
Sc resale 
Sc resale 
Sc resale 
lle resale 


ALUMINUM CORNERS FOR DOLLY VARDEN 
% x 5\/, for 4% x6 7c resale 
Vg x Tig for Vg x8 8c resale 
% x 7'/, tor 4, x8 8c resale 
5g x 7/4 for 1° x8 8c resale 
5g x 9g for 1°" x 10 Sc resale 
2°" WIDE BASE—250/Carton 


$75.00 ORDERS FREIGHT PREPAID 
(Selling only to dealers) 
HOSKING PAPER & SUPPLY 


P.O. Drawer 43 Wilmette, Ill. 





BUSINESSES FOR SALE 





FOR SALE: Retail lumber yard in good east- 
ern Nebraska town. Modern pliant in excellent 
condition, with modern display office. Address 
Box V-32 American Lumberman, Inc. 


Retail Lumber Yard 
Small yard with railroad siding in Lead Belt 
of Missouri. Priced ht. Address Box T-58 
American Lumberman, Inc. 


FOR SALE 
Geod Nebraska Yard located in Corn Belt. 
Good clean dry stock under good sheds. Own- 


er wishes to retire. Address Box T-33 American 
Lumberman, Inc. 


FOR SALE: Retail lumber yard in county seat, 
rich farming area. Town often ranks first in 
State per capita sales. Planty of room. Best lo- 
cation in town. er has other interests. Wil- 
liams Lumber Co., Kennett, Mo. 


Small count lumber yard for sale; located at 
Normany, Illinois, three miles west of Walnut, 
Ill., on state route 92. Rich farming community. 
Buildings are practically new: over 600’ North- 
western railway trackage. Operated as a con- 
tracting yard. Profitable business to date this 
year, with good volume booked ahead. At 
present, three crews workmen, totalling 12 men. 


Real Estate $14,000. 


ALDEN F. HUNTER, REALTOR 
809 Richard St. 
Henry, Illinois, Phone-32 





Wholesale Distribution Yard 


Best location in Ohio ty Ay retail yards, 


excellent industrial section. 1953 volume $480,- 
000 sales 50% over last year. Also good carload 
volume. No real estate to buy, railroad lease, 
p ap sheds, office and equipment. Fixed assets 
28,000, inventory $80,000. Inventory can be 
reduced quickly or liquidated for prompt sale. 
Could be converted to good retail yard. Ad- 
dress Box V-25 American Lumberman, Inc. 


LUMBER YARD 


The most outstanding wholesale concentration 
yard in the Southwest is for sale due to own- 
er's retirement. Can be readily converted to 
retail operation. An unusual opportunity. Ad- 
dress inquires to Box S-68, American Lumber- 


man, Inc. 


For Sale: A lumber yard and building material 
business located in southern Indiana. Good 
opportunity to make money—a growing com- 
munity. Owner retiring. Address Box V-33 
American Lumberman, Tes. 


BuiLtp1nc Propucts MERCHANDISER 


For Sale: Lumber and peiding supply busi- 
ness in Western New York. Well located en 
main highway with railroad siding, new 30x50 
office and showroom. 2 er and present 
facilities are more than adequate for further 
expansion. Business has had steady growth 
and possibilities are unlimited. Address V-34 
American Lumberman, Inc. 


USED MACHINERY FOR SALE 








INTERNATIONAL LOG LOADING TRACTOR 
International Crawler Tractor, Model T-9, with 
Austin Western full revolving swing crene, 
hydraulically controlled. Gov't. purchased, 
excellent condition. Price $2750.00. 

oO. C. Evans — Mt. Sterling, Ky. 


LIQUIDATION SALE 


Electric Motors and Switches, all sizes. Pulleys, 
Sprockets, Gears, Shafting all sizes. Sawmill 
Chain, Mill Supplies, etc. Wheland Carriage, 
complete with air set, air nigger, air kickers, 
air compressor and tank. Band Mill, Resaw, 
Trimmer, Edgers, Sawmill Transfer. Machine 
and Blacksmith Shop Equipment. Unit crane 
(diesel) with log grapple. 


Lake Linden Lumber Co. 
Lake Linden, Michigan 


One—Complete Flooring Unit. Woods 501-M 
Machine, Yates No. 177 Planer, One Pair Yates 
E-1 End Matchers, One Leitelt Lumber Lift, 
One Yates G-50 Ripsaw. All motors are 440-3-60 
cycles. Miller Brothers Company, Box 540, 
Johnson City, Tennessee. 


DIESEL FORK LIFT ON PNEUMATIC TIRES 
Powered by 6 cylinder Hercules Diesel engine. 
Dual wheels under forks, good tires and all 
wheels drive. Tilting hydraulically controlled 
loading mechanism and hydraulic steering. 
Lifts approximately 10 feet. Excellent operat- 
ing condition. Gov't purchased. Price $2250.00. 
oO. Evans Tractor & Equipment Co., Mt. 
Sterling, Kentucky. 


FORK LIFT TRUCKS 


1—Ross Fork Lift Truck 
Capacity 18,000 Ibs. 
Lift—17!/, ft. 

Factory cab 

Power steering 

Power brakes 


1—Ross Fork Lift Truck 
Capacity 18,000 lbs. 
Lift 17}/2 ft. 

Model 15 LH 

Power steering 

Power brakes 


The above trucks are like new, and guaran- 
teed. Will accept trades. Terms if necessary. 


HARVARD EQUIPMENT CO., INC. 
291 Cambridge Street 

Allston 34 

Massachusetts. 

Telephone ST-2-0826 


Distributors: GERLINGER FORK LIFT TRUCKS 


We are changing to a 72°’ carrier and lift 
truck package and offer for sale 3 one year 
old Ross straddle carriers Series 70 model 
6663 — 60° capacity. Prices quoted upon re- 
quest. 


These machines are like new and we also 


have plenty of 4°'x4"’x60"' bolsters with bolted 
legs to go with the machines at $1.50 each. 


HUSS LUMBER COMPANY 
1350 West Fullerton 
Chicago 14, Illincis 





Greenlee No. 427 Self feed. V Belt driven Mul- 
tiple pip Daw Complete with switches, saws 
an 15 60 cycle 1800 RPM G. E. Motor. 
$500.00 or best offer. 

4" Eagletield Electric Moulder Complete with 
1!/, HP Motors with spindles and separate feed 
motor. One set of square heads, motor con- 
trols, dust collectors, and also one rebuilt 7}/, 
KW frequency changer for high speed. Com- 
lete $2500.00. Good condition. 

wo gasoline Engine Powered Hoists in steel 
crates, like new. $100.00 each or best offer. 


CHICAGO WOODEN TANK COMPANY 
2637 South Throop Street 
Chicago §&, Illinois 





Something NEW 
in 
Do-It-Yourself 
Literature 


j DO IT YOURSELF 


Here's something you've always 
needed—for direct mail, home 
shows, in the store. It's an eight- 
page, two-color piece of litera- 
ture that covers a wide range 
of home repair and remodeiing 
jobs that are interesting to the 
do-it-yourself customers. 


This convenient 3!/4"xo!l/," fold- 
er illustrates and sells all these 
products and home projects: 


* Paint © Floor Tile 

* Insulation * Garages 

¢ Kitchen Remodeling 
Attic Conversions 
Recreation Rooms 
Porch Enclosures 


The cost is low—just $10.00 a 
thousand, postpaid. The folder 
may be imprinted with your 
name, address and telephone 
number for only $3.00 addition. 
al per thousand. Send check or 
money order to: 


AMERICAN LUMBERMAN 
139 N. Clark St. 
Chicago 2, fil. 














_PROFITS for YOu! 

English Type = ‘In The’ Servite of : 

RAIL and HURD You Seat FENCE Pe LUMBERMEN ee 
i. 3 NCE beta fa = ke i © Specialists in protection for the lumber jadistry. 





West Virginia 





@ professional safety engineers. 
ALL TYPES ; — -@ more than 90 branch claim offices coast to coast 


For Estates or smaller Homesites. = | and in Oenada. 


FOR LONG LIFE § is : 
Ears fence (ooas and ral) fa | Lumbermens | —44U) way 


treated with nationally known ' ' Operating in New York state as 

»EN’ 2 IATIV ; = | lAmerican) ‘umbermens Mutvel Casvalty Company of Iilinois 
ene ene Jomes $. Kemper, chaleman H. G. Kemper, president 
WRITE FOR CATALOG AND PRICES Chicago 40 


fg er Ter eet - : 3 7 
' ay er Substential dividends hove been returned fo policyholders since organization in 1912. 
“WOOD PRODUCTS CO. roteD0 12, onto | 

, maa 


ALIFORNIA 


SUGAR & WESTERN 
PINE AGENCY, INC. 


SMOOTH, EFFORTLESS \ _ = #1 MONTGOMERY ST. 
ee - SAN FRANCISCO, CALIFORNIA 


STEPS UP PRODUCTION 
SUGAR Pattern Lumber 
Selects and 
PINE Shop 


California Ponderosa Pirie 
Mouldings and Cut Stock 














THE TANNEWITIZ 
WORKS, Grand Rapids, Mich 





TTtrr itty yt 


Telephone GL 6-1729 _ 
IT'S A PLEASURE TO OPERATE A TANNEWITZ HIGH SPEED BAND SAW 








i ? 20 21 22 23 24 
“What's New” Items 


38 39 40 41 «42 


56 57 58 59 60 


Advertised Products 


Nome Positi 
Osition 
(Please Print) . 








Company Street 





City 
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(DE) Leonard, Inc., R. B 
(OF) Lightsey Brothers Soderberg Lbr. Co., Inc 
(AK) Lock-Set Screening Co., In 2 Carl E Sr 

(0G) Lumbermens Mutual Casualty 


Co 


Silbernagel, Geo. J 


Southern Screw Co 

Stewart Electric, 8. J... 

Stewart Iron Works Co., 
Inc., The .. " 

Superior Lbr. Sales Co 

Malta Mfg. Co., The 

Mastic Tile Corp. of America 

McCracken & MeCal Ime 

Menominee Indian Mills Tannewitz Works 

Morrill & Sturgeon Lbr. Co ” Tarter, Webster & Jotnson, In 

Mowbray & Robinson Lbr. Co 7 Tennessee Coal & Iron Div 

Mower Lumber Co.. The 7 Twin Harbors Lbr. Co 

Muller Machinery Co., In« 


S. Plywood Corp 
S. Steel Corp 
Neils Lbr. Co., J 


S. Steel Export Co 


achat? " 83 ‘fan Valer Lbr,. Co 
rnia Sugar & Western Ozark Oak Flooring Co., The 
Agency, Ine 
ote ; eos cee Wales Lumber Co 
River Boom & Lbr. Co } Pack River Sales Co ve Wendling-Nathan Co 
ee Mill Inc Penens Corp ’ . ge Western Pine Assn 
mite Div f " . 7 ’ Western Wholesalers 
wh (ty Ry Glass Co Western Woods, Inc 
ing Co., The Frank A 9] nae Willamette Valley Lbr. Co 
oweld Wisconsin Door Co 


bia-Geneva Steel Div 


Screen Ce 


97 Wood-Mosaic Co., In« 
Ine , = Wood Products Co 
a R-B Co., The ... 
M ; o Reynolds Metals Co 
tobinson, Inec., Edward E 


ReOeW Sales Co Yeck Manufacturing Co 








‘roducts Co 


Farrin Lbr. Co., The M. B 


Fenestra Building Products 
(Detroit Steel Products Ce 
Formica Co The 


ADAMS 
STEEL PICNIC 
Gate City Sash & Door Co 5 TABLE LEGS 
Desens ee ae me Available with or without the lumber. 


Georgia-Pacifie Plywoos 


Georsia- Pacitie Plywood Co...63-03 | M4éd, by THE ADAMS COMPANY, 106 E. 4th st., Dubuque, la. 


Graham & Co., in« John H 





Grand Traverse Sales C 7 } 





Griffin Manufacturing Cx 


a oe oat BRAZILIAN PARANA 


awa eilgpet ig Air or Kiln Dried, Rough or Surfaced Two or Four Sides, Random 

Hewitt Lbr. Co or Stock Widths, Random Eight to Eighteen Foot or Special Lengths 

Holt Hardwood Co 

Home Maintenance 
Improvement 


rove Kiln Dried Worked to Pattern Mouldings, 
pen eee SA . Paneling, Casing, Base and Jambs 





CAR OR TRUCK LOADS—Quvotations on receipt of your specifications 


THE FRANK A. CONKLING COMPANY 


Phones: 8-8747 ~. 5.1191 . 
(DC) y & Mattison C 


Memphis 3, Tennesses 
(00) Kw 
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8 


Pe 
oagtistn® 


Open the way to greater sales . . . added profits. Sell BILCO Celladoors — 
America’s fastest growing building product. Cash in on the consumer appeal 
— and demand — of this all-metal, weather-proof outside hatchway. Builders 
too, recognize it as their most powerful selling feature for new homes. 


NATIONALLY 
ADVERTISED 
Consistent national advertising 
sells your customers. Investigate 
Bilco’s customer inquiry service. 


STORAGE! 


BILCO doors are compactly 
packaged for easy handling. 


SOLD ONLY THROUGH RECOGNIZED 
BUILDING MATERIAL DEALERS 





THE BILCO C0. 193 HALLOCK Ave, NEW HAVEN, CONN. 


Please help me stare cashing-in on Bilco Celladoors; 


() send me complete literature (©) send me display information 
[) send me customer inquirie () send me mat selection sheet 


NAME 
ADDRESS 
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KITCHEN BUILT-INS 
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; I Aph fobade fine-textured 

) Arkansas Soft Pine Paneling. | 
Supremely decorative, it absorbs vi 
transparent finishes uniformly to accen- | ||| | 
tuate the woad’s beautiful figurejand | | | 
Satin-like s wh ys i | : 

| Li tre pred @d ip in— env ey Wie 

—— 


’ Dalle 
ager . 


_ ¢ 
* ae ‘ 
teat 


Y t / A pee 4 ; 8 nei s ; P / 
al b, 
“"CROSSETT LUMBER COMPANY 
A DIVISION OF THE CrosseTt COMPANY 
CROSSETT ARKANSAS 











‘Timely 
Reminder! 
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Lumite* window screening won't rust, corrode or stain... 
needs no protective painting . . . is quick and easy to install. 
Every day, Lumite wins new friends in new construction and 
in the replacement market with home owners everywhere. 
Why not display Lumite and win new friends for your store? 
R 





